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ALAMAZOO Loose Leaf Equipment is invariably selected by discerning bankers, 
due to its ability to perform equally well every day, and from year to year, the task 
it was designed to do, securing the utmost in results from mechanical accounting. 


or . ° ‘ " ° — ‘ 
Write today for booklet entitled “Proofs,’’ the experiences of six prominent bankers 


KALAMAZOO LOOSE LEAF BINDER COMPANY 
KALAMAZOO Service Sales Offices Everywhere MICHIGAN 
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Practical business men of vision control and manage these 
banks—men who know the banking requirements of mod- 
ern business and who daily are applying that knowledge 
constructively in rendering the best banking service. 


Co-operation with their customers is regarded as a par- 
amount duty by the officers and staff. 


RESOURCES MORE THAN $450,000,000 


Continental and Commercial National Bank of Chicago 


Continental and Commercial Trust and Savings Bank 


208 SOUTH LA SALLE STREET 
CHICAGO, U.S. A. 
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Transferred Records Are Not Junk! 





**Transfer Time” 


HEN “transfer time” 

\ \ comes at the end of the 

year, what will you du 
with the correspondence, 
bills, vouchers, ledger sheets 
and other records of the past 


six or twelve months’ busi- 
ness? 


Will you treat them like 
junk—pile them up in some 
dark closet or dusty Store- 

‘'room—take a chance that 
they will besafe or that you 
will not need them again? 


They represent a history of 
your business. At any hour 
of any day, you may need a 
transferred letter, voucher or 
ledger sheet to prove payment 
of a bill, written 
cancellation of an 
order, or to de- 
fend a lawsuit or 
a patent claim. 


Will you delib- 
erately chance 
the hazards of 
fire, rats and dust 
—or will you house 
these valuable 
documents se- 
curely in GF A/l/- 
steel Transfer 
Cases, where you 
can find any 
wanted record 
quickly? 

Those Who 

Know 


UCH institu- 
tions as Ford 
Motor Company, 








The B. F. Goodrich Company, 
Great Northern Railway, 
Kresge Company, Common- 
Wealth Edison Company and 
of others, 


Sizes for All Needs 
£ Allsteel Transfer Cases 


are made in four sizes: 
letter size, for papers 81x11”; 
cap size, for papers 914x1434”; 
lie | bill size, for papers 716x914", 
@ and ledger sheet size, for 
a '.. papers up to 12x12”. 


thousands value 


Here, then, are the trans- 
fer cases of steel, well made 
for a business lifetime of use, 
designed in various sizes to 
fit your documents, and 
ready to give you _protec- 
tion and convenience at 

little cost. 


Get GF Allsteel Transfer 
Cases for your next “transfer 
time’’—and now is the time to 
order them to make sure of 
early delivery. 


their transferred correspon- 
dence at its true worth, and 
they regard their batteries and 
stocks of GF Allsteel Transfer 
Cases as a judicious invest- 
ment. 


They find it easy to trans- 
fer the documents of the past 
six or twelve months’ business, 
because it is simply a matter 
of taking them from the cur- 
rent filing cabinets and put- 
ting them into GF Allsteel 
Transfer Cases where they are 
kept safe and clean, in their 
original order and as ac- 
cessible as they are in the 
current files. 


More Filing Space On 
Less Floor Space 
- Allsteel Transfer 

Cases take up less 
floor space, give more filing 
space, and have more than 
twice the working life of wood 
or fibre transfer cases. We 


make them to give a business 
lifetime of service. 












Send for the GF Allsteel 
Catalog of Filing Equip- 
ment and Furniture. 


™= GEN ERAL FIREPROOFING 


STEEL FILING EQUIPMENT~SAFES 


OFFICE FURNITURE~SHELVING * 
YOUNGSTOWN, OHIO. 
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Scientifically Simple—A Few Minutes’ 
Demonstration Proves It 


On request, The Dictaphone representative calls with a machine, and 
gives you and your secretary an actual working demonstration. 


You simply dictate a letter or two, and she transcribes them. And, once you learn how 
quick and convenient it is for getting out the daily mail, neither you nor your secretary will 
ever want to see it go out of your office. 


Phone or write The Dictaphone Branch Office nearest you for a 15-minute demonstra- 
tion in your office, on your work. No interruption of regular routine. No obligations. 


Branches in all principal cities—see your telephone book. 





Registered in the U. S. and Foreign Countries 


Dept. 142-K, Woolworth Building, New York City 
Write for Booklet, ‘‘The Man at the Desk’’ 


There is but one Dictaphone, trade-marked ‘‘The Dictaphone,”’ made and merchandised by the Columbia Graphophone Company 


"The Shortest Route to the Mai Chie” 
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Prices—And W hat History Answers 





Washington, D. C., has cut living costs by going “‘back to the basket” 


OMEONE, | 
don't remem- 


described a 
banker as a man who ‘“'sat in a 
swivelchair andsaid No’. But 
this was a long time ago and the definition referred 
to the banker of other days. Many will recall him— 
the dignified, plug-hatted, frock-coated, austere 
gentleman whose appearance forbode approach on 
anything like terms of equality; that repelled rather 
than invited confidences. There are just a few of 
his type still left. Most of them are, however, hidden 
away in the smaller towns and we seldom run across 
them. The process of evolution has produced a banker 
that resembles his prototype in little else than name. 
The position the modern banker has assumed in 
the community in which he lives is a dual one. Not 
only is he well qualified and willing to meet his custom- 
ers at all times on equal terms and to advise them on 
practical every-day business questions, on matters of 
investments and the like, but upon the economic 
questions, as well, that underlie all business. He 
invites their confidences. He is able to take a broader 
and more general view of business in the abstract, 
probably, than most of them who can seldom see 
very far beyond their own somewhat restricted 


A Review of War’s Effect upon Costs in the Past 
ber who, once Offers Testimony of Value to Banks and Business 
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horizon. The 
academic theo- 
ries of business 
and finance are 


By RICHARD HOADLEY TINGLEY but little understood by the 


ordinary business man, who is 
usually kept so closely engaged in making his own 
particular business pay that he has no time, and 
usually no inclination, to study and master them. 

The business man is learning that his banker is 
something more than a machine that passes upon his 
loans and smiles or frowns on him, as the case may be, 
depending on whether his balance is well or poorly 
maintained. He is learning that his banker carries a 
fund of information and knowledge which he is willing 
to impart to his customer (quite regardless of the 
state of his balance) and that, as a rule, it is worth 
his while to ask questions and listen. 

One of the most disturbing elements existing in 
business today is the matter of price-levels. During 
the war there existed every reason why prices of com- 
modities should be high, and should continue to mount 
so long as hostilities continued. Nobody seriously 
questioned this fact and it was accepted by everyone 
as inevitable. If you had asked the average business 
man to tell you just why this was so, he would have 
been at a loss, probably, to give you any clear answer. 
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“It is war, he would have said, 
and this to him seemed sufficient. 
Had you asked the modern banker, 
however, he could have told you 
why, and knowing why, you 
might have been able to steer your 
business course to better advantage 
to yourself. 

How many business men are there 
who were able, at the outbreak of 
the war in Europe, properly to size 
up the business situation? Were 
not most of them very timid and 
pessimistic? Didn't they think 
that a European war could bring 
nothing but poor business to them? 
Didn't they run to cover at 
once and refuse to come out for 
months and months for fear of 
what was going to happen? Their 
minds had become so accustomed 
to thinking in terms of peace that 
they simply couldn't think in terms 
of war. Didn't they persistently 
refuse to buy in the autumn of 
1914, when the prices of everything 
were low (because everybody 
thought the same thing), and didn't 
they all wait till the prices of every- 
thing had gone up several pegs before 
they dared to increase their stocks? 

We were all in the same boat— 
the big business man and the little 
business man. 

And last winter and spring the 


same thing was repeated. The war 
was over, but the high price-levels 
that came as an accompaniment of 
war still remained. To be sure, 
commodity prices did fall off some- 
what, only to rise again, higher, 
even, than war levels. All through 
the winter and spring, business was 
waiting for the big decline in prices, 
and, in many cases, is still waiting 
for the drop that never came. 

If the business man had been a 
student of political economy, or if 
he had consulted his modern, up- 
to-date banker, he would have 
learned a few things that would 
have told him conclusively that, 
much as the community at large 
might desire it, price-levels could 
not recede very far below war 
levels. He would have known, or 
he would have been told, that, 
theoretically and historically, there 
was evidence enough to convince 
him of the fact. 

For the sake of putting forward 
some of these reasons, | am going 
to put myself in the position, 
temporarily, of the modern banker 
in a progressive community explain- 
ing to the inquiring business man 
some of the causes that make for 
high price-levels and some of the 
reasons—historical, theoretical and 
practical—why materially lower 
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Left—Newark, N. J., put market prices to shame at a series of 
food sales supervised personally by Mayor Gillen. 
Washington basket campaign, in' which produce growers are 


Right—The 


permitted to sell their wares direct to the public, has cut living NT  . . 


costs appreciably 





prices cannot be soon expected. | 
will begin by summoning history 
to the witness stand; to be followed 
by the testimony of many other 
witnesses. Gold, inflated credits 
and currency will testify regarding 
the two opposing theories of their 
influence upon prices. Labor will 
be asked to explain its position. 
The government, also, will tell 
why its efforts to reduce price- 
levels have met with failure. Pro- 
duction, efficiency and hours of 
labor will have something to say; 
and last, but not least, supply and 
demand will contribute its testi- 
mony in order that all may be 
heard. 

Within the past sixty or seventy 
years five notable wars have been 
fought, not including this, the 
greatest of all wars, through which 
the world has just passed. Let us 
see what effect these wars have had 
upon prices and upon business. 

The Crimean War (1854-1856) 
was fought between England and 
Turkey against Russia. For eight 
years prior to its beginning, com- 
modity prices in England stood at 
an average of 85, according to 
Sauerbeck’s index numbers. In 
the ten-year period that followed, 
prices reached an average of 121.6. 
a total rise of 36.6 points. In the 
first half of these ten years, 
England enjoyed a marked degree 
of prosperity. In the last five 
years, however, the Civil War was 
being fought in America 
and the embargo on 
cotton from the United 
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States, resulting in great industrial 
depression and distress throughout 
the Kingdom, no doubt proved a 
more potent influence on prices 
than did the Crimean War. 

Conditions existing in France 
and Germany following the Franco- 
Prussian War (1870-1871) were 
directly contradictory. France was 
beaten and struggling to pay the 
then unprecedented war indem- 
nity. Germany was _ victorious, 
prosperous, aggressive, and laying 
the foundation for the commercial 
supremacy that became an estab- 
lished fact—that might have 
remained an established fact had 
her rulers been content to Ger- 
manize the world, as they had been 
doing, by peaceful methods. 

In subjugated, struggling France, 
commodity prices, according to the 
index numbers of the “Annuaire 
Statistique,” remaining practically 
stationary in the years 1866 to 
1869, inclusive, at 146, rose but 6 
points from 1872 to 1875, to index 
number 152. 

On the other hand, Soetbeer’s 
index numbers show that com- 
modity prices in Germany in the 
inclusive years of 1866 and 1870 
stood at an average of 123.57, while 
from 1872 to 1875, inclusive, a rise 
was recorded to the average index 
number of 134.98, or 11.41 points. 
[his was nearly double the French 
rise for the same period. 

The Spanish-American War 
(1898) occurred at a 
period of our economic 
history when commodity 
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price-levels were at the 
figure recorded since the Civil War. 
It may be interesting to note, too, 
that prices in this country have 
never since touched the low level of 
1897. (Dun’s_ index number of 
72.45). Prior to this time prices 
had been gradually dropping, the 


average for the five preceding 
years, 1893-1897, inclusive, being 
80.43. The average for the five 


years succeeding, 1898-1902, in- 
inclusive, was 89.57, a total rise of 


9.14 points. 

Prior to 1898, price-levels in 
Spain had remained practically 
stationary. For a period of five 


years back, this was represented by 
the figure 88.2 (index numbers of 
the University of Salamanca). 
During the five-year period follow- 
ing, 1898-1902, price-levels rose to 
98.6, a total advance of 10.4 points. 

Although the period following 
the war of 1898 marked an era of 
wonderful industrial and commer- 
cial activity in this country, it can 
hardly be said that the Spanish 
War, occurring as it did at the very 
bottom of our economic price- 
movement, was in any consider- 
able degree responsible for this 
phenomenon. Other and _ more 
potential agencies were at work. 

On the other hand, it may with 


lowest. 


considerable truth be said that this 
war was one of the most important 
influences that brought about the 
economic awakening in Spain. In 
both countries, however, the after- 
the-war rise in commodity prices 
was practically the same in degree. 

In Russia, prior to the Russo- 
Japanese War (1904-1905), com- 
modity prices had been slowly fall- 
ing. The war brought a sharp 
upward turn and the rising tendency 
was not checked till three years 
after the conclusion of peace. 

The index numbers of the Rus- 
sian Ministry of Industry and 
Commerce, representing a summary 
of 66 essential commodities, show 
that, from 1900 to 1903, inclusive, 
prices dropped from 118.1 to 107.1, 
and that the average for these 
years was 112.5. Also, from 1906 
to 1907 prices rose from 124.9 to 
131.5, falling again, in 1909, to 
127.8, the average for the four 
years being 127.4, or a total after- 
the-war rise of 14.9 points from 
pre-war levels. 

Much the same thing happened 
in Japan during this period, the 
difference being that, prior to the 
war, commodity prices had been 
slowly rising for three years instead 
of falling, as had been the case in 


Russia. The continued rise, 
(Continued on page 26) 
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> York City 


Left—Enormous stocks of second-hand and domestic equipment 
’ have been sold at greatly reduced prices at British government 
ca onde en S markets in London and other cities. 
4 se to be sold to U. S. Customs Department employees in New 


Right—Surplus army food 
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By Tipton B.Dysart 
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MPORTANT business took 
me into the office of the vice- 
president of my bank the other day. 
When we had finished with the 
matter at hand the V. P. showed 
me something new, soon to be pub- 
lished and distributed by the bank. 
It was a bank directory. No, 
you're wrong. It is not a compila- 
tion of financial institutions in a 
certain territory: No, sir! This 
was anew kind of a bank directory. 
It was a book telling all about the 


functions, the departments, the 
divisions, the routine and the 
personnel of my own bank. It gave 


a list of directors, officers, depart- 
ment heads, division heads, (even 
mentioning the chief janitor and 
the night watchman). The duty 
of each, and the location of his desk 
was clearly stated in words of one 
syllable. Every possible relation 
that | might have with the bank 
from time to time was listed, and 
understandable directions were 
given to guide me in getting to the 
right person in developing these 
relations. 

The why and wherefore of every- 
thing connected with that bank and 
its contact with me was explained 
in this banking Baedeker. 

Going out of that bank after 
reading the directory, | knew my 
relations with that particular insti- 
tution are going to be a whole lot 





more pleasant and a whole lot more 
expeditious. 

However, 
about this bank directory, the more 
| wondered why more banks did not 
do the same thing for their deposi- 


the more | thought 


tors. For, after all, it is just com- 
mon sense. If an institution can 
educate its patrons up to that point 
where each patron knows exactly 
where to go with each problem to 
be taken up with the institution; 
if each patron feels at home in the 
institution through the sophistica- 
tion that comes with the knowledge 
of “knowing where you are’— 
isn't the resulting satisfaction of 
these patrons going to be worth a 
whole lot more to the institution in 


the way of future business? 
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“I can answer nearly 
every question my 
wife asks me” 
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You bet your income tax it is! 

To most of us our bank is a very 
important thing. The balance we 
maintain there most often is the 
barometer that tells us whether a 
Packard is possible and a flivver 
impossible, or vice versa. That 
bank balance tells us whether we 
will buy a new overcoat or whether 
we must hold up the final discharge 
of last year's ulster another season. 
It tells us whether we should move 
or bear in silence the recent raise 
Mr. Landlord tucked into our rent. 
It tells us—but why goon? Every- 
one of us understands the language 
of a bank balance, and those that 
don't, learn the patois with great 
alacrity and dispatch. 

The point is that few of us under- 
stand what makes the wheels go 
around in that bank wherein lies 
our balance. I know mighty few 
individuals who are qualified to talk 
on the subject. Banking to the 
average depositor is as mysterious 
and hard to understand as the 
League of Nations or a railroad 
administration explanation. 

I stop at hotels frequently during 
the course of a year and find that 
many of the best hostelries have 
beaten my bank to it in this 
directory game. For in several in- 
stances | have run across a pam- 
phlet on my hotel dressser which at 
a glance tells me everything about 


that particular Tax Temple from 
the location of the Turkish bath 
and the swimming pool down (or 
up) to where the grill room is and 
where you can get your clothes 
pressed. When I see a book like 
that in a hotel | always declare a 
five minute armistice and read the 
thing. From that time on | am not 
entirely at the itching palm of every 
bell boy in the establishment in 
order to find my way about the 
place. 

There have been times when | 
have waited an hour in order to 
ask some bank official a question 
only to be told after waiting an 
hour that I should go and see Mr. 
So-and-so in such-and-such a 
department. And it turnedout that 
Mr. So-and-so had been free every 
minute of that hour and I could 
have saved myself an hour if I had 
known that he was the man | really 
wanted to see. 

Every time this has happened I 
have wished there was some sort 
of a pocket information bureau I 
could consult. Now my bank has 
given it to me. 

Notwithstanding the Bolsheviki, 
street car strikes and the prevailing 
prices of flivver-fuel, I for one 
believe the world is getting better. 
And it is all on account of this 
tendency to direction. Industries 
and institutions, large and small, 
are slowly but surely making them- 
selves into a sort of commercial 
traffic cop. If one wants to get a 
safety razor or a silent six, chewing 
gum or cordovan shoes, cigarettes 
or spark plugs, one will find some 
medium directing progress toward 
the goal. Business is beginning to 
see the value of directing your mind 
just as traffic cops direct your 
machine. Even Uncle Samdedicated 
himself to the task of directing 
Bill Hohenzollern, and none will 
deny that Samuel showed William 
exactly where to get off. The fact 
that he assisted the latter some- 
what by a well-directed wallop does 
not weaken my argument in favor 
of direction. In the particular 
case of Sam and Will, Will had the 
wallop coming, and he got it. 


Certain restaurants have had 
this trick of direction for years. 
How often have you noticed some- 
where on a menu a list labeled 
“Suggestions For Today.” That 
is the way the restaurant took of 
making it easy for you to get a good 
meal. They were directing your 
taste, whether you knew it at the 
time or not. All in the hope that 
your appreciation of the service 
would lead your footsteps across 
their threshold in the future. 

Every good advertiser>=t I see 
these days has this tendency of 
direction cunningly or crudely 
(according to the skill of the 
author) interwoven in the copy, or 
illustration. Maybe that is what 
gave my bank their happy hunch 
for the directory. But it is this 
sense of the need for directions that 
is causing banks to appoint adver- 
tising managers. And it is also the 
need for direction that is changing 
bank advertising from the old 
statement of assets and liabilities 
to the present attractive educa- 


tional, business-getting advertise- 


ments that the average American 
bank is handing out to Mr. Average 
American Depositor. 

Those bank statement advertise- 
ments recall a conversation I once 
had with a friend. This friend 
looked at a bank statement one 
day and then said: 

“Darned if I can understand this 
thing!’ 

“Understand what 
inquired. 


thing?” | 





*T started out to explain 
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“This bank statement,” he con- 
tinued. “Here it says that the 
bank's liabilities are $3,456,789.00. 
Now that means they owe that 
much money, doesn't it?” 

‘“Er-r yes,” I answered. 

“And,” went on my friend, “this 
column lists their assets as $3,456,- 
789.00, and that means they have 
that much behind the bank, 
doesn't it?” 

“Right you are,” I volunteered. 

“Well, then, tell me something. 
If a bank owes exactly what it is 
worth—if they owe so much and 
only have that exact amount to put 
their hands on, how can they keep 
on doing business? And where do 
they get the license to talk about a 
surplus of $1,000,000?" 

I started out to explain. But 
the further I went on the subject 
the slower was my progress. Fi- 
nally I sputtered, and gradually 
stopped. What I knew didn't 
include bank statements. I had 
thought I possessed enough mental 
fuel to carry me on my explanation 
of ‘Banking as She Is Did.” But 
my think-tank was dry. As a 
banker I was a bloomer. 

I know banks the same way the 
average depositor knows banks. | 
know how to deposit my money 
and how to draw checks. I know 
that if (and when) my balance runs 
out and my checks run in, I must 
put in some more balance or the 
bank will put me in jail. However, 
now that | have studied this nice 
bank directory issued by my own 
bank, I know a whole lot of good 
sound facts about that bank. | 
know so much about banking in 
general and my bank in particular 
that I can answer nearly any ques- 
tion my wife asks me about this 
banking game. Married men will 
realize what satisfaction this last 
thing is, I am sure. 

I hope your bank will soon get 
out a directory telling all about 
your bank’s “innards; for when it 
does you will be so much happier 
than you are now. And after all, 
isn't happiness what we need most, 
in order to make this world a better 


place in which you boost our bank 
balances? 











“How Did They Raise That Check?” 


In the Case of William Boland, Esq., We Find the Forger 
at His Best—Also Some Ways to Beat His Game es_ 


N THE American Magazine 

for September there was a most 
instructive interview with Wil- 
liam A. Pinkerton, headed 
‘How We Help the Swindlers, ° 
in which that grizzled old thief- 
catcher made one statement 
somewhat to this effect: “Never 
draw a check payable to 


‘Cash’ or ‘Bearer, because any | 


presentable person finding or steal- 
ing such a check will have no 
trouble in cashing it, unless the 
amount is unduly large.” 

What Mr. Pinkerton had in mind, 
of course, was the kink in our laws 
which prevents a bank from pro- 
tecting itself by insisting upon 
identification, or even endorsement, 
in the case of a valid check drawn 
upon it by one of its own depositors 
to “Cash” or “‘Bearer.”’ 

And thereby hangs our tale, 
which brings us to Mr. William 
Boland, who has a way with 
him that renders Pinkerton’s 
warning of no particular effect 
or comfort to the banker 

This young gentleman, whose 
“official” photograph in different 
poses, as to which he was not con- 
sulted by the photographer, acccm- 
panies this article, may properly 
claim the doubtful honor of being 
the most dangerous and at the same 
time interesting forger of our day. 
Or of any day, for that matter, 
since he enjoys whatever credit 
may attach to being the founder 
and brains of a whole new “‘school”’ 
of forgery—a school that is highly 
original in its methods and enjoys 
a large and growing enrollment. 

William Boland, born in the old 
“Greenwich Village’ of latter-day 
bohemian fame in lower New York, 
of respectable parents, in 1889, first 
flashed across the horizon of the 
police back in 1904. It was August 
14 of that year, according to the 
record, when his first pair of 


By JACK W. SPEARE 










“mugs” was struck off at Head- 
quarters in New York, much 
against his will. 

At that time, Master William 
lacked a few months of being 17 
years old. The charge against him 
involved certain letters which he 
had been caught, red-handed, in 
the act of filching from a mail box 
on a cross street, down near the 
ferries. 

The subsequent investigation 
developed that William had fallen 
into bad company, and was even 
at that tender age numbered among 
the pupils and chosen disciples of 
one “Rough Ocean”’ Bill Ford, who 
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used to scrape acquaintance with 
lads like Boland and send them 
forth to rob mail boxes. Stealing 
letters was for the purposeofsecur- 
ing remittance checks enclosed 
therein, these checks then serving 
Ford as models for forgeries—an 
art at which he was credited with 
a high degree of professional skill. 
Ford, in fact, was very well known 
to the “Pinks” of a generation ago, 
who frequently warned their client, 
the American Bankers Association, 
against his operations. 

After being held under surveil- 
lance for a few months, young 
Boland was released as a first 
offender in January, 1905. Although 
constantly under the eyes of the 

police from that day to this, 
and frequently lodged as a 
\._ transient guest of the State of 
New York, our hero— if we 


never been definitely caught 

s} “with the goods on him” since 
- that day they nailed him with 
his guilty fingers in the mail 


(l | 
/ | may acclaim him such—has 


\) box. For, pronto, on being 


turned loose, he evidently 
made up his rascally mind 
that in future he would use 
other fingers than his own— 
and this foxy resolution has 
been the cause of much wakeful- 
ness to the police and postal officials, 
and of financial grief to bankers and 
merchants scattered from Maine to 
Texas, which continues even up to 
the present writing in these troubled 
days of 1919, as we shall see. 
Following that mistaken act of 
turning him loose upon society in 
1905, Master William disappears, 
officially, from the records for near- 
ly five years, although his handi- 
work was in almost daily evidence, 
beginning in 1906or 1907, inablazed 
trail of raised checks ‘laid down” by 
his confederates across bank 
counters over the entire continent 


+ See me 
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To go back for a moment, 
‘Rough Ocean” had passed on since 
1904, and young Boland became 
elevated to the leadership of the 
gang—with improvements of his 
own invention. 

Ford, as far as | can learn, merely 
copied checks, securing counterfeit 
blank forms from careless or un- 
scrupulous printers. Boland went 
him several better, using the stolen 
checks themselves as “raw mate- 
rial” with the aid of a little ink 
eradicator and a pretty turn of 
penmanship, thus turning an hon- 
est merchant's bona fide signature 
into a tool with which to defraud 
him or his bank. There is a certain 
irony, too, in the fact that probably 
not one of his thousands of victims 
have ever seen the man who robbed 
them. 

In February, 1906, for the first 
time so far as I can find, a notice 
was issued to the public regarding 
the theft and alteration of “‘coun- 
try’ checks from mail boxes in New 
York. This warning was signed by 
James R. Branch, at that time 
secretary of the American Bankers 
Association, and was widely pub- 
lished in the press. It called atten- 
tion of A. B. A. members to the 
work of men engaged in stealing 
letters containing checks from mail 
boxes in flats, apartment houses 
and business buildings, these checks 
being raised in value and the signa- 
tures of the victims forged on the 
back. “Recently, said Mr. 
Branch, “we caught one man in the 
uniform of a postman with a bag 
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One of Boland’s early works. This check, for only $38.77. was originally drawn to the firm of Reis & 
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A fine example of Boland’s best workmanship. 
Envelope Co., in New York, in December, 1908. 





It was stolen from the mail box of the Neostyle 
The original amount was $14.22. 


Boland changed the 


amount, payee, date, number, etc., and held it until Connolly made his trip through the Mid-west in 
February, a trip that ended in a Minnesota State prison. The Holden Veneer Co. remains skeptical to 


this day as to whether the above check was actually raised. 


They spent a considerable sum for private 


detective investigations, believing that an employee in their own office had “put something over” 


over his shoulder taking mail out 
of the private mail boxes in a busi- 
ness building.’ But that was in 
1906, before Boland had finally 
perfected his “system.” 

Here is the way the matter 
first reached the notice of the 
Pinkertons, and through them the 
bankers. 

All at once, reports began to pour 
into the A. B.A. department of the 
Pinkerton agency from banks at 
widely scattered points, that checks 
bearing the genuine signatures of 
depositors with every appearance 
of genuineness, had been repudiated 
by said depositors as forgeries. 
Reports of exactly identical cases 
continued to come from cities 
throughout the East, the Middle 
West, the South, the Southwest, 
and the powers-that-be to cope 
with the powers-that-prey realized 
with a thrill they were up against 
something brand new. 





Blum, a wholesale cloak and suit firm, and mailed to that concern in New York City some time in 


September. 


Stolen from the Reis & Blum mail box by Boland's gang, it was changed by washing off 


the payee’s name, date, number, amount, etc., leaving only the signature—then rewriting it as shown 


in the above photographic reproduction. 
the teller who cashed this check. 
and amount as shown 


There was not the slightest trace of the alteration to warn 
The camera, however, has discovered traces of the original name 
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Investigation brought out that 
dozens, hundreds of checks had 
been “laid down” across the coun- 
ters of banks on which they were 
drawn, in a dozen different states, 
each one payable to “Cash” or 
‘Bearer’ for amounts such as $360, 
$370, $380—rarely more or less 
than these sums—and always bear- 
ing date of the day on which they 
were cashed. 

Shortly, a number of these checks 
were received in New York for 
examination. And then it was 
found that the handwriting on each 
and every one of these mysterious 
checks, with the exception only of 
the signatures, was identical. The 
word “Bearer” was written in a 
legible, rather characterless hand, 
exibiting no marked peculiarity 
except a decided slant. The 
amounts in words and figures were 
in the same hand. No attempt 
was made to imitate the hand- 
writing of the signer. On the con- 
trary, the penman had proceeded 
on the theory that checks were 
usually drawn by clerks or book- 
keepers, anyway, rather than by 
the man who signed them. Dates 
were usually filled in with a rubber 
stamp. 

I venture that Boland kept no 
books, so the actual volume of his 
“business” is unknown, even to 
himself, but | will wager that the 
dating stamps used by his satellites 
in the “presenting” or collecting 
department of the industry have 
left their mark on bank accounts 








Burroughs 
learing House 


running into hundreds of thousands 
of dollars. 

Another notewortl.y resemblance 
among these checks, as they kept 
pouring into Pinkerton’s, was the 
physical makeup of the checks 
themselves—that is, the printed 
style of the check forms. Of all 
the Boland jobs | have examined, 
there is only one solitary specimen 
that does not bear the firm style of 
the maker printed prominently 
upon it. ‘Counter’ checks, or 
those not specially imprinted for 
the victim, were chucked into the 
discard. On the other hand, the 
checks of large concerns, ornately 
embellished with trade-marks, 
engraved bird’s-eye views of plants, 
etc., were equally taboo to Boland. 

I intimated that Boland, like the 
old-fashioned strictly cash mer- 
chant, ‘keeps no books.’ One book 
to which he surely has constant 
access, however, is the register of 
the financially elect as published 
by Dun or Bradstreet. He never 
picked a check that was handed 
back marked “N. S. F.” Never. 

Another efficiency tool with 
which he has been at all times pro- 
vided, beyond any shadow of a 
doubt, is a highly skilled and 
trusted man of law. When it 
comes to ducking and dodging and 
taking advantage of every quirk 
and loophole in every law of God 
and man, state or federal, Mr. 
Boland is certainly furnished with 
able counsel to the last degree. 

Well, being confronted with these 
checks, the signers in most cases had 
to admit the genuineness of every- 
thing except the payee’s name, 
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amount, date 
and number. 
But as to the 
moneys paid out 
by the banks, 
they one and all 
tried to disclaim 
responsibility. 
They produced 
books and rec- 
ords to show 
that no such 
checks had ever 
been issued in 
their establish- 
ment. Neverthe- 
less, as they had 
no ‘alibi’ for their signatures, and 
as their accounts had been debited 
with the face value of the disputed 
checks, it looked as if the banks 
held the whip hand. 

It was, perhaps, a month before 
the interested parties began to get 
light on the manner in which their 
bank accounts had been looted. 
Then, in every case, the victims 
began to receive statements from 
creditors in New York and other 
eastern cities, asking payment of 
accounts they thought had been 
paid. Reference to check stubs 
showed that in each case the item 
had been covered by remittance 
No. so-and-so. Back from New 
York came advices that the checks 
referred to had never been received. 
But, some of the New York con- 
cerns volunteered, “Our mail box 
was broken open and the letters 
stolen on such and such a date. 
Perhaps your remittance was 
among those missing. Please send 
us a duplicate check —which was 











Work of one of Boland's present “‘disciples,"" who wields a facile pen and has turned out many jobs like 
the above during 1917, 1918 and 1919. This Krengel & Korn check was mailed to the Gem Overall 


Co. only a short distance from the Krengel & Korn store 


The amount was $33.34. Note how it 


was changed to “Bearer,” like all the Boland checks, and raised to $180.75. Also, how the items in 
the voucher panel at the left-hand end were *“*doctored”’ to agree with the raised amount 
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William Boland at the age of 22. 
he was first caught in the act of stealing checks from a mail box. He was 
released as a first offender in January, 1905, and has been in the limelight 
ever since as our foremost “penman™ and all-round brains of the world's 
foremost forgery aggregation. He has left his mark in the “industry.” 
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In August, 1904, at the tender age of 17, 


rubbing it in, rather. Reference to 
the check stubs and ledgers, again, 
showed in each case that the miss- 
ing checks would have been deliv- 
ered in New York on dates agreeing 
closely with these various mail box 
robberies. Still, there was nothing 
to establish a positive connection 
between the checks missing from 
the mails and the ones cashed by 
“Bearer —until, finally, all the 
checks outstanding by these hun- 
dreds of widely scattered victims 
having duly completed their tortu- 
ous journeys through the clearings 
and been returned cancelled to 
their signers, it was possible to 
check up and verify the fact that 
in practically every case the only 
missing checks were the ones pre- 
sumably stolen from mail boxes. 

Let us follow a typical :ase of 
these missing checks on its travels, 
and see how Boland operated. 

The first ‘published work” of his 
that came into my somewhat exten- 
sive collection is a check issued by 
Hyman & Hess, retail dealers in 
cloaks and suits, on State Street, 
Albany, N. Y., reproduced here- 
with. While not by any means his 
first, | am fairly sure that this was 
among his earliest productions. 
It bears certain marks of haste, 
nervousness and poor craftsman- 
ship that are entirely missing from 
his later work. : 

This check, for only $38.77, was 
mailed by Hyman & Hess to Reis & 
Blum, garment manufacturers, in 
the old Greene street wholesale 

(Continued on page 30) 
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HE Presi- 
DENT OFOUR 
Bank. Dear Sir: 
Although, Mr. 
President, you were introduced to 
me when | first entered the bank, 
I am quite sure that you have for- 


gotten me. If so, I have only 
myself to blame. But this letter 
is neither a reminder nor a self- 
written advertisement; it is a state- 
ment of purpose and the first 
broadside in an aggressive campaign 
to show you that even a bookkeeper 
can make suggestions of value to 
this bank. 

First, as to my own job. I’m 
trying to get out of the rut. Every 
day's tickets I try to enter more 
accurately and with greater speed 
than those of the day before. I 
know the duties of the man ahead— 
the general bookkeeper—as well as 
I know my own. Now, in odd 
moments | am learning the duties 
of the teller. The chief clerk at my 
request has permitted me to 
relieve at noon hour in the stock 
transfer cage. 

Pardon me for all this person- 
ality, but I must mention to you 
with pride the fact that the chief 









Letter 


to the Boss 








What the Employee Has to Say About Bigger and 
Better Business in the Bank Where He Works 2s_ 


clerk has called me more than once, 
“a valuable man.’ Some day I am 
hoping he will have to change it to 
“an indispensable man.” 

Of course, learning all these ins 
and outs has called for the exercise 
of tact. I have realized that creat- 
ing jealousy or ill feeling toward 
myself on the part of my fellow 
workers would perhaps hurt the 
organization more than my _in- 
creased ability would benefit 
it. I have observed that nothing 
can throw a monkey-wrench into 
the machinery of a financial mill 
so effectively as the assumption of 
unwonted airs by some egotistical 
employee. So I have exercised 
care. 

You have an excellent depart- 
ment under Mr. Barker. Few of 
us are ‘clock men’ in the sense that 
we kill time and watch the clock so 
that we may leave on the stroke of 
four. Most of us are “clock men”’ 
in that we try to conserve every 
minute so that we can crowd in 
more time to work and learn during 
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the day. For 
instance, Fox 
and | are now 
using finer pens 
so that we do not have to blot 
every ledger page before we turn it. 
We used to take off an “*Income and 
Principal balance’ every week but 
now we save time by taking off a 
weekly cash balance—the total of 
the income and principal columns 
and an income and principal bal- 
ance only once a month. 

Fox and I are constantly trying 
to outdo each other in introducing 
short cuts and improved methods. 
Fox heard a lecturer, a few months 
ago, say, When you go two months 
on a job without introducing some 
new idea for improvement, put on a 
black hat because your brains are 
dead and you're a brother to the 
dodo bird.’ Ever since that time 
Fox has kept his brain particularly 
busy, and of course I could not be 
expected to trail far behind. 

Then, too, we might as well tell 
you a little secret. We are begin- 
ning a determined drive toward an 
officer's chair. Once over the 
barbed wire entanglements of 
Detail and Delay in front of the 


(Continued on page 28) 











Reducing the Sale of Gold Bricks 


Banks Have a Great Advertising Opportunity to Warn 
the Public Against Fake Investments; Timely Comment 


HE fake investment promoter 

is coming out of his lair 
where he retired during the war 
Despite the watch: 


By T. D. MAcGREGOR 


Vice-president, Edwin Bird Wilson, Incorporated 
New York City 








fulness of the 
authorities, it is 
likely that a good 
many unwary in- 
vestors are losing 
their savings on the 
chance of making a 
“killing” in the oil 
company which has 
more water than oil 
init, or in some other 
“promising” 
proposition. 

Banks have an 
opportunity to per- 
form a valuable 
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public service now 
by using some of their adver- 
tising space in the newspapers to 
warn the public against such 
schemes. An advertisement directly 
referring to such things once in a 
while would be all right but it is 
also possible to do good construc- 
tive work by running such general 
investment counsel and “‘consult- 
your-banker’’ advertisements as 
those reproduced herewith (Fig. 1) 
of the National Union Bank of 
Maryland, Baltimore; the North- 
western National Bank, Minne- 
apolis; the Harris Trust and Savings 
Bank, Chicago; and the National 
Bank of the Republic,Salt Lake City. 

In one of its advertising book- 
lets, the Savings Department of the 
Continental & Commercial Banks 
of Chicago, says: 

“It is your privilege as one of our 
depositors to discuss with us your 
financial problems, and we hold 
ourselves in readiness to consider 
them and give you our best advice 
in confidence. Undoubtedly our 
knowledge and experience would be 
of benefit to you in many. circum- 





Each of the fourteen 





contact with almost 
every known business 
problem 











Specialists 

Pa 

in Finance 
“This business puzzles me completely. As my bank 


will you advise me just what to do? I have come to consider you 
financial specialists.” 
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Have you any knotty problens for us to solve? 


The Northwestern National Bank 








Fig 1. “Consult your banker” ads. 





stances as it has been to 
thousands of others whom we 
have helped to save and make 
more money.” 

In a newspaper advertisement, 
the American State Bank of Scotts 
Bluff, Nebraska, says: 

“In these days of abnormal con- 
ditions the bank is in a position 
to help you in a number of ways. 
If you have a surplus of money on 
hand you should consult your 
banker as to how best to invest it; 
do not “get caught” on the stock- 
selling schemes that are going the 
rounds. Our city and county has 
already sent out too much money 
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on fake schemes of various kinds 
and this money will never come 
back.” 

The Dollar Savings & Trust 
Company and the First National 
Bank, of Youngstown, Ohio, got 
out a 12-page illustrated booklet 
entitled, “Gold Bricks.’ Follow- 
ing is an extract from it under the 
subhead of “Banks and Gold 
Bricks :” 

“If people did not wish to be 
fooled they could easily escape a 
gold brick epidemic. By merely 
calling at a bank 
they could find 
out whether 
a stock or 
security is 
worthless or 
i not. The 
? bank is a 
specialist in 
: investigat- 
# ing. This is 
: one of its 
# principal 
i 
i 
i 





estment of money. 


Is Valuable 


lines of ac- 
tivity. It 
has the best 
facilities for 
obtaining 
complete 
and exact in- 
formation. It is the natural place 
for any customer, who wants to 
make an investment, to go for 
information and, if desired, advice. 
But nine people out of ten go 
elsewhere. 

“Banks always want their cus- 
tomers to prosper and bankers 
never advise their customers to 
make an investment where the 
chances of loss are great. Nine 
people out of ten know that if they 
go to their banker he will advise 
them not to buy bad securities 
and for this very reason they do 
not ask their banker's advice. They 
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know too well that 
their banker is a 
solemn individual 
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quick even when you 
know you haven't. 
They fail to realize that nothing is 
more trying than to be told you are 
foolish, especially when you your- 
self are almost sure it is true.” 



































Great Hotel Marks Era. in 
Seattle’s Growth 


Seattle’s first hotel was “Bachelors’ 
Hall,” erected in 1853 by W. G. Lati- 
| mer, whose son, N. H. Latimer, is no 
| president of the Dexter Horton Nz 
tional bank. This hotel was built for 





the comfort of the single men of the 
little community. 


From this small, rude beginning has 
grown a situation in Seattle that de- 
mands at once a hotel of more than 
600 rooms and the expenditure of $,- 
000,000 to $6,000,000. This project is 
now about to be consummated and ‘Se- 
attle is to have one of the largest and 
best equipped hotels in the country. 


Growth of the hotel business is just 
another instance of the remarkable 
development of this metropolis. In all 
this expansion the Dexter Horton Na- 
tional Bank has played an important 
part and is ready today to aid with 
| other projects that have for their »b- 
ject the upbuilding of this city. 
























































Dexter Horton National Bank 


Second Avenue and Cherry Street 





Combined reenerces Dexter Horton National Bank 
and Dexter Horton Trust and Savings Bank | 


$26,678,889.19 








ONE of SEATTES 


Fig. 3. The development of Seattle 











Fig. 2. Good points in every one of these 


EFERRING to the group of 
eight advertisements from 
different partsofthecountry (Fig.2), 
all | can say is that they are all good 
and will well repay the study of 
those who are looking for new ideas 
in bank advertising. 


ISTORICAL bank ads. are 

not confined to the “effete 
East; I am showing one also from 
Seattle, the metropolis of the North 
Pacific Coast section (Fig. 3). The 
Dexter Horton National Bank has 
long been a progressive advertiser. 


AM glad to reproduce a couple 

of ads. of a series prepared by 
Barker, Duff & Morris for the Col- 
umbia National Bank of Pitts- 
burgh (Fig. 4) and now running in 
the local newspapers. I| think they 
are interesting and undoubtedly 
will be read. 


OU can always look for some- 

thing new in the advertis- 
ing of the Mercantile Trust Com- 
pany of St. Louis while John Ring, 
Jr., has charge of it. On a two- 
page spread in the center of the 
rotogravure section of a recent Sun- 
day edition of the St. Louis Post- 
Dispatch there were photographic 
cuts of over forty buildings— 
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the Mercantile Trust 
Company in the 
past few years. Large commercial 
establishments and many manu- 
facturing plants, hotels, hospitals 
and educational institutions 
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Fig. 4 
A unique series 





together with jail and religious 
edifices. 

“Even this double page is not 
large enough to show them all—we 
have made and sold loans on many 
other St. Louis properties aggre- 
gating millions of dollars. All 
sections of St. Louis have shared 
in this development. 

“As a loyal citizen what have 
you done to help build up St. Louis? 
Why not help indirectly by open- 
ing an account with this solid, 
progressive banking institution 
that has done and is doing so much 
to promote the growth and pros- 
perity of St. Louis and its citizens?” 








l Burroughs 
c* House 


AN interesting series of book- 
lets on Southern products— 
corn, cotton, rice and sugar—has 
been issued by the Hibernia Bank 
& Trust Company, New Orleans. 
There are some good bank adver- 
tisers in that city. I am showing 
satisfactory advertisements of the 
Marine Bank & Trust Company 
and the Citizens Bank and Trust 
Company (Fig. 5). 

HERE are some pushing bank 

advertisers in Chicago, too. 
I am reproducing a group of good 
advertisements clipped from (Fig. 6) 
a single issue of the Tribune. The 
Fort Dearborn National Bank and 
the Fort Dearborn Trust and Sav- 
ings Bank have recently started a 
house organ, about which W. 
Frank McClure wrote as follows: 









“Many bank house organs are 
86 Years of Constantly Good Bankrng arses ™ 3s a: 
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Fig. 5. New Orleans 
trust companies are 
good advertisers 





published for distribution in finan- 
cial circles and many for the 
employees within the bank, but this 
one is to go widely to the general 
public and contains much of gen- 
eral interest to every member of the 
family. It contains thirty-two pages 
and a beautiful three-color cover. 
The house organ is sent free to 
those who write for it. We had 
nearly 4000 replies the first week 
to an advertisement in the papers 
offering to send it to those who 
desired to get it, and 1500 people 
called at the bank for copies. The 
objects of the publication were 
stated in the advertisement and 
also in the table of contents which 








listed articles by 

ell-known 
men. These in- 
stitutions are to 
be congratulated 
upon undertak- 
ing such an 
ambitious vent- 
ure and also 
upon the attrac- 


stockholders of 


there aren hanges in 


To indicate in a more modern way the complete 
banking. investment and trust company facilities 
which we furnish, and to afford at the same time 
a name that is brief and easy to remember. the 


CHICAGO SAVINGS BANK AND TRUST COMPANY 


have changed the name to 


CHICAGO TRUST COMPANY 


The bank operates under the same State charter.and 


Mem mer 
FEDERAL RESERVE SY 














Are You Saving Today 





press when the profiteenng days are past 
Saving deposits made tm thin Bank on of 
before Saturday. September 6th, will 
raw interest from the first of the month. 





You can open an account with $1 
& this Bank, paying 3% inter 
ext, compounded semi-anneally 





tive first issues. 
I am glad to see 
magazines of this 
type enter the 
field, believing 
they cannot help 
but improve 
bank business 
and its relations 
with the public. 

A particularly 
handsome and 
effective booklet 
has been issued 
by the Trust Company of the Conti- 
nental & Commercial Banks, Chi- 
cago. It explains briefly what it is 
and what it does, and is illustrated 
by fine Robert Ball drawings of the 
exterior and interior of the “C. & 
C.” building. 


T'S a fine historical series of 

advertisements being used by the 
Merchants’ National Bank, of New 
York (Fig. 7). A bank which is 116 
years old has the right to run such 
advertising, and |, for one, am glad 
that it is progressive enough todo so. 


ASHIER Stanley C. Pummil 

of the Unity Banking & Savings 

Company of Cincinnati, wrote me: 

“Our Savings Department has 

been carrying on an active cam- 

paign for new accounts, using the 
enclosed per- 


State and Madison Streets 





Fig. 6 


We ask the continued good will of our old friends 
and invite new customers on the basis of mutual 
confidence and co-operation. 


«> departments. 


ILLINOIS TRUST 
@ SAVINGS BANK 
La Salle « Jackson --Chicago 


Member Federal Reserve System 
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&@® Savings 


Accounts are opened 
every business day on 
which interest at 3% 
per annum is allowed 
Safety and Service are 
assured at @ most 
convenient location. 


First Trust and 
Savings Bank 


Northwest corner Menree ans Deacborn Streeta 





Capstal and Sarplas — Twelve Mason Dollars 














Breezy ads. from the Windy City 


instructors, know very little 
regarding the real science of saving 
(wise spending), we have made a 
special appeal to them. 

‘Each of these letters is a per- 
sonal one signed by our president 
and is followed up by letters set- 
ting forth our facilities, etc., and 
the fact that very many of the 
fellow-instructors of our prospect 
are satisfied customers of our bank. 

“Of course this sort of appeal 
would be of little use with less edu- 
cated people who might be unable 
to grasp the full significance of the 
clipping, but in this particular field, 
it seems to make a very good 


impression. The letter referred to 
reads as follows: 
“Dear Sir: 


“The following analysis of ‘Wise 


(Continued on page 21) 





sonal letter and 
clipping to good 
advantage. 

“We are very 
conveniently 
located to the 
university here om 
and to several Mer arti orignal Bank 

42 WALL STREET 
high schools, == a 
and, knowing 
that profession al 
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Merchants’ National Bank 
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Interesting historical series of an old New York bank 
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WOOLWORTH BUILDING, NEW YORK 
Condensed Statement as of Sept. 12th, 1919 








Resources 














ee ae ee Orn: Sen ere $113,771,790.97 
U.S. Bonds and Certificates of Indebtedness........... 12,242,953.87 
Other Bonds and Short-time Securities................. 1,883,314.94 
Stock of Federal Reserve Bank. .................0000% 360,000.00 
Exchanges for Clearing House and Cash Items.......... 12,886,765 .28 
Due from Federal Reserve Bank...................4.- 17,893,360.80 
Interest earned but not collected...................05- 442,523.07 
Overdrafts, secured and unsecured................--- 19,811.08 
Due from Banks and U.S. Treasurer.................. 10,064,693 .09 
ee er ee er nr re ee 3,310,976.84 
Customers’ liability for Acceptances by this bank and its 

correspondents (anticipated $1,791,610.06).......... 8,381,111.42 
pace iM) le : Serene er $181,257,301.306 

Liabilities 

en ee ee ree $6,000,000.00 
NN PIs 6h dno on au dca cannes oe en eebnens oe 6,000,000.00 
Saree DIN i isos 5 od aa Ee te 1,845,909.61 
Discount collected but not earned................-05. 576,992.19 
Reserved for taxes and interest.................000:: 1,596,218.27 
ee | en mea ri fre et 1,420,600.00 
Acceptances by this bank (after deducting $1,080,612.04 

ORG Yl HEB x 0:66 5s te ks a eee 7,813,512.71 
Acceptances by correspondents for this bank’s account.. —_2,359,208.77 
Time drafts of this bank outstanding................. 769,980.00 
ING nce Kd Sis da as bE eee 152,874,879.81 
TOT AE LEM e+ 6.6 2a eee ee $/81,257,301.36 








Documentary and Travelers’ Letters of Credit 
issued but not drawn against. .$27,243,815.41 
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, , oe ie a re 
Save Time, Space, and Increase Efficiency 





DESK. The bookkeepers stand to 
assort, and sit to record their work. 
The top is held up and released automatically. 


QO vEsK. The » BOOKKEEPER’S 


This Style, No. 2, 2 feet 2 inches by 5 feet 6 
inches; 41 inches and 43 inches high, particu- 
larly built for use with the Burroughs 11 or 
13 bank machine, having a 12)4-inch carriage. 


Where necessary, our No. 2, two-light elec- 
tric fixture should be used. 


We build combination desks to fit all book- 
keeping and calculating machines. Detailed 
information will be given if you write us 
and state style of machine you are using. 


Use “THE KEEPER” 
To keep the cage doors locked 


THE FALLS BANK DESK COMPANY 


Patents of A. S. Falls, Architect, Chicago 





Not Incorporated Send for list of banks using these desks GLENCOE, ILLINOIS 


— 








Trade Acceptances and How to Handle Them 


CCEPTANCES usually specify the By A. E. AVILES ayment be refused for any reason and 
y Specily y pa) y 
bank at which they are payable. Manager, Collection Department, First the instructions are to protest the item 
The Negotiable Instrument Act makes EE Sere Se 


in case of non-payment, the instruc- 
tions should be carried out just as in the case 
of acheck, and the item returned immediately ; 
if the instructions are “No protest,’ the 
remitting bank should be notified immedi- 
ately of the reasons for non-payment and the 
item held for further instructions or returned 
at once, as the case may require, in the opinion 
of the collection manager, unless specific 
instructions to a certain effect accompany the 
item. Particular notice should be taken of items 
on which telegraphic advice of fate is requested 


an acceptance which is payable at a desig- 
nated bank a legitimate charge against the 
account of the customer on the date the 
acceptance matures, should there be suffi- 
cient funds in the customer's account. The 

authority for the bank is the same as 

that of a check, since the acceptance of the 

amount by the customer and his statement 
that it is payable at that particular bank 
properly authorizes the holder of the instrument 
to demand payment of the funds from the bank “ ©: Aviles 


named therein, just as he would if he jy, Apites has been awarded first. @94 such instructions should be carried 


held the acceptor’s check. prize inthecontest conducted by The Out to the letter. The schedule of 
The acceptance should be entered Burroughs Clearing House for the charges on acceptances received and 


in the usual collection register, noting 4est articles submitted by members entered for collection should be: Service 
the date of maturity, name of bank at = pith hile barge Misery to correspondent banks, free; other 
which it is payable, name and address ~ aaa enna inet anks, | per cent; customers other 
of acceptor, etc., as well as any special instructions. than banks, 25 cents for the first hundred or fraction: 
On the date of maturity the item should be charged to 15 cents per hundred or fraction for the succeeding 
the acceptor's account, if this is kept with the bank four hundreds; 10 cents per hundred or fraction for 
holding the item for collection; if not, it should be all hundreds above five hundred dollars. 

sent out by messenger or runner and presented for It should be emphasized that these charges do not 
payment at the bank at which it is payable. Should represent any special collection fee or exchange for 
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the transfer of funds, as the use of trade acceptances 
should be encouraged as much as possible and in 
order to attain this end, no special collection charge 
or exchange for transfer of funds would be desirable, 
the above schedule representing only a close estimate 
of the actual expense in the way of postage, station- 
ery, clerical help, etc., which would be incurred by 
the bank collecting the item. This being the case, 
and as the face value of the acceptance should, 
properly, be net to the holder, the expense entailed 
with its collection should be borne by the acceptor. 
Some controversy has come up as to who should stand 
the charge made by the collecting bank; and in this 
regard it would be well to state that the amount of 
those charges do not represent exchange for the 
transfer of funds, nor special collection service fees, 
which, if such were the case, should be borne by the 
seller or maker or the holder of the acceptance, since 
the acceptor has fulfilled his part of the contract by 
making the funds available for the holder at the bank 
where the acceptance is made payable, and it would 
be up to the holder or maker to stand any expense 
involved in having the funds transferred to his own 
bank or place of residence; but as the charges made 
represent only the actual expense incurred by the 
collecting bank in collecting the item for the maker or 
holder, this expense should, properly, be borne by the 
acceptor, as his funds could not be made available at 
his own bank without incurring it. 

The first step when an acceptance is presented to 
the bank for sale. or discount is the analysis of the 
credit risk involved. There are two contentions as 
to the proper market for the trade acceptance, 
namely, the place of residence of the maker or seller, 
and that of the acceptor. In the first of these cases 
the Credit Department of the bank buying it or dis- 
counting the acceptance will encounter greater 
difficulty in securing all the desired information 
regarding the responsibility of the acceptor, although, 
if the maker or seller be a manufacturer, a jobber 
or any other client of the bank of well established 
credit standing, a fair security to the bank is obtained 
by the endorsement of the maker. Another objection 
to the marketing of the acceptance at the place of 
residence of the seller is that the financing has to 
be done by the community selling the goods and 
not by that which consumes them, which in all events 
would be more desirable. By placing the acceptance 
with the acceptor’s bank, the latter is in a better 
position to determine the credit standing and-respon- 
sibility of the acceptor and therefore will be making 
no mistake in taking the paper offered readily, or 
rejecting it altogether, as the case may require. It 
will also place the burden of financing the transaction 
on the consuming community and give the home 
banker of the acceptor the opportunity to earn the 
discount. 


There are two ways in which an acceptance may 

















Bankers! 


You can register all notes and loans in 
one-half of the time taken by the old 
methods—and you can do it with 
perfect accuracy and legibility by using 


The “One Operation” 
Note Register 















ergee |.) 2 


Jamen F. Anglebrook 
$13 §. 12t s 
City 












Wn nue June 25 
8 (Oar 
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$9e83,50 






Illustration shows but a 
section of each form. Each form 
accommodates entry of five notes. 


This modern method of doing the work formerly 
done by a multiplicity of entries is all that its 
name implies. One typewritten operation makes 
the complete record and register. 


It furnishes you with a REGISTER for permanent 
filing. 

It furnishes a NOTICE, that is filed according to 
due date. 


It furnishes a TICKLER—filed according to due 


date, and used as a work ticked and double check. 
It furnishes an ENDORSER’S LIABILITY 
RECORD, that is filed alphabetically. 


It furnishesa MAKER’S LIABILITY RECORD— 
also filed alphabetically, thus bringing their total 
liabilities to one placement in their respective files. 


Thus the 95% of errors which are due to copying, and 
the various operations connected therewith, are entirely 
eliminated. One operation takes the place of at least 
five—and perfect accuracy and legibility plus satisfaction— 
is the result. 
Write for our booklet—it gives detailed information 
We send it free — postpaid — to any bank or banker 


The Union 
Savings Systems Co. 


‘*Good Things for Banks’’ LANCASTER, PA. 


Canadian Distributors: Business Systems, Ltd. 
TORONTO, ONT., CANADA 
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Mr. Banker:— 


THE LIBERTY BELL HOME SAVINGS 
BANK will bring you new accounts and give you 
Big Subsequent deposits. Since it was patented 
on Febuary 18,1919, it has brought thousands of 
new accounts to progressive bankers over the 
country. Nootherhome savings bank makes sucha 
strong appeal toevery true American. It promotes 
the habits of thrift and economy acquired during the 
period of the war and is rightfuly called the most 
appropriate home savings bank for all free people. 
Practically every American wants one on sight. 
























THIS LIBERTY BELL 
MAKES AN IDEAL J 2 - 
CHRISTMAS BELL Se = | 
WHEN PRESENTED 
IN CONNECTION 
WITH A NEW 
SAVINGS ACCOUNT 


Copper 
Bronze Finish 


Actual 
Size 3°,"x4’" 


IT POSSESSES 


IT 1s A HISTORIC 
PRACTICALLY a. 
PATRIOTIC 
A REPLICA ORNAMENTAL AN 
OF THE SENT MENTA " 
s T 
LIBERTY 1 , 


VALUE 
BELL 


Exclusive distribution rights in your community will give 
you a distinct advantage over competition. Complete adver- 
tising campaign including strong newspaper copy, window 
display; motion picture slides furnished in connection. 


SEVEN ORDERS SINCE FEBRUARY 
The Liberty Insurance Bank, Louisville, Kentucky, say: ‘‘Our 
Liberty Home Savings Campaign has been very successful. It 
brought in nearly 40 accounts the first day."” This bank has ordered 
seven times since February. 

BIG SUBSEQUENT DEPOSITS 
The Security Savings Bank and Trust Co., Toledo, Ohio, have 
given us five orders since May 6th, the last for 500 banks. They say: 
“The most attractive feature to us, is the subsequent deposits that 
are being brought in. We cite two instances that have just recently 
happened: One was that of a Toledo newsboy who secured one of 
these Liberty Bell Banks and within two weeks brought the bank in 
to be opened, with contents amounting to $15.00. The other case 
was that of a lady who never previously had an account with the 
bank, but took out a Liberty Bank, July 21st, making an initial 
deposit of $3.00. She returned the bank to us July 28th to be opened, 
at which time $72.70 was placed to her credit. Two days later she 
brought the bank in again. This time it contained $85.00 in coins 
and bills.” 

SUCCESSFUL FOR PAST YEAR AND A HALF 
The Security Trust and Savings Bank of Billings, Montana, say: 
“Its the best medium we know of. We are much pleased with the 
service we have received.” 


Here is an Advertising and Business Building Idea that is 
different and effective. Let us tell you of a plan forits distribu- 
tion in your community. Full particulars mailed on request 


The Bankers Savings & Credit System Co. 


Producers of New Accounts by Personal Solicitation; 
Bank Advertising Service; Home Safes; Bond Boxes. 


Madison Ave. and West 103rd CLEVELAND, OHIO 
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be taken into the bank: by purchase at full face 
value, interest to be computed and charged at the 
time the acceptance is paid, or by discount. The 
rate of interest or discount to apply is in most cases 
determined by the elegibility of each item, which may 
be classed as A-1 commercial paper or may be refused 
altogether. Conditions prevailing in the money 
market and the maturity dates of the items are also 
determining factors in establishing the rate which is 
to be applied to the paper offered. 

If the amount of acceptances bought or discounted 
by the bank is not too great, the items can be 
handled individually, in the same manner as any 
other paper found in the portfolio; however, if the 
business along this particular line is considerable and 
the amount of acceptance is great, the following 
plan can be made to apply and although the method 
may be modified for adaptation to each particular 
bank, the same general principles should govern. 
When the customer offers trade acceptances for sale 
or discount, the total amount of same is entered on 
the offering book, and his account on the books of 
the bank is credited with that amount. Each 
customer offering any quantity of trade acceptances 
is given a number, and the customers number is 
placed on the reverse of the acceptance for reference, 
and thereafter the item should be referred to that 
number. Trade acceptances purchased at any time 
from this customer are entered in the space provided 
in the liability ledger, which is arranged to include 
all necessary data. If the customer should be offering 
his own paper at the time he is discounting accept- 
ances, care should be taken to show at all times his 
direct and contingent liability separately. Having 
been so listed, these trade acceptances are delivered 
to the Collection Department for collection, the latter 
forwarding them to various places of payment. As 
each item is paid or returned, the Collection 
Department should account for it to the Discount 
Department. Paid acceptances are credited to the 
trade acceptance account and those returned are 
charged against the customer's account and on the 
liability ledger kept in the Discount Department. 
This method gives the outstanding balance daily for 
each customer, and at the end of the month running 
interest on the daily outstanding balance of trade 
acceptances is charged against the account of the 
customer, together with charges incidental to the 
collection of the items. Each item in its course of 
handling should be designated by its number, as 
above stated. All items are entered in a special form, 
similar to the collection letter, bearing the instructions 
of the bank to its correspondent or collector. This 
form is made out in triplicate, the original being sent 
with the item: for collection; the duplicate delivered to 
the Discount Department for record and to serve as an 
interdepartmental receipt for the item; the triplicate is 
retained in the files of the Collection Department. 
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Discounting acceptances in great numbers would 
involve an enormous amount of detail work and 
place a great burden on the Discount Department; 
all of which is undesirable, as it would be too tedious 
and would make that particular kind of paper unpopu- 
lar. The practical method of handling these items as 
described above, figuring running interest on out- 
standing balances of trade acceptances, would be 
better adapted to banks where acceptances are handled 
in great numbers, as the routine work would be greatly 
simplified. The loss which might result from the 
difference between per cent of profit per annum on 
money loaned on interest and funds advanced under 
discount, would be offset by the saving in time and 
labor and the increased capacity of the bank for 
handling this kind of paper. 


Reducing the Sale of Gold Bricks 


(Continued from page 16) 
——— Spending, advo- 
cated by the 
United States 


Treasury, con- 





_ County Trust Company 


irre. "$500,009 
ol and Undivided Profits $2,862,053 


Executor Truster 
‘Tharvered 1°22 
The Farmers’ Loan and Trust Company 
Rou 16, 18, 20 & 22 Wiliam Street 














ae |r rn tains, we believe, 

L — T ~ helpful sugges- 
Fig. 8. Why do they do it? tions for every- 

one: ‘This means spending preceded by thought 


to make certain that the purchaser gets his money's 
worth in commodity, comfort, service, recreation or 
advancement. It implies the balancing of all needs, 
present and future, and of the means of meeting these 
needs, and then spending in such a way as to meet 
the most urgent needs. In essence it is a sort of 
budget making. Wise spending sees to it that all the 
income is not spent on the first needs or desires lest 
other more urgent needs or desires appear. The 
determination of what is wise spending must rest with 
the individual, but he must be helped to overcome 
the temptation to satisfy present needs to the neglect 
of future needs. On the other hand, urgent necessities 
of today must not be neglected for the petty ones of 
tomorrow. Provision must be made for the rainy 
day and unforeseen emergencies, but economic stabil- 
ity implies also some capital with which to turn around, 
or to take advantage of opportunity.—U. S. Treasury.’ 

“A very good way for this Provision for the rainy 
day may be found in the opening of a savings account, 
adding a part of each month's income. ‘REGULAR 
SAVING’ should be one of your constant thoughts 
and if your income is ‘wisely spent, enough will remain 
for a ‘regular’ deposit. 

“We are in position to furnish every facility for 
HELPING YOU SAVE and would appreciate an 
Opportunity to explain our methods. 

“May we not be favored by a call?” 

The only way I| can suggest to improve this letter 
is to begin it with the introductory statement that 
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$38.50 


Completely 
Equipped 


Use This Machine and 





Watch Your Footings INCREASE 


Increase your deposits. Keep in touch with 
your customers. Reach out after new business 
—with clean-cut, strong, direct advertising. 
You can do it now at a fraction of the cost of 
printing. You can duplicate form letters, bul- 
letins and forms—typewritten, hand-written, and 
illustrated—without setting type, without 
delays, almost without cost, with a 


EED 


org. DUPLICATOR 


Used by growing banks everywhere. Anyone 
can operate it. 50 to 75 copies a minute and 
at a cost of 20c per thousand. 


We have many samples of bank letters and 
advertising matter—successful ideas that other 
banks are using with profit. Write for 
copies of them. 


FREE TRIAL 


The Rotospeed, with complete 
equipment. will be sent to you 

on Free Trial. Use it. Tryit ¥° 
out. Compare itwithanyother ¢ 
duplicator at any price. It 

will save its cost before you 
have to decide whether to 
keep it or not. 


The Rotospeed Co. 
745 W. Sth St. 
Dayton, Ohio 


« 


* 
2 
ca 
* 


2 
2 Send at once, without obliga- 
* tion to us, booklet, samples 


Mail the coupon for F 
of bank advertising and details 


booklet anddetailsof ¢ 
this unusual Free 











1 ¢ of Rotospeed Free Trial Offer. 
Trial Offer. 2 
& 
2 
The Rotospeed » Name 
Company f 
745 ¢ = Address 
W.5thSt.  ¢ 
Dayton, Ohio ’ 
¢ 
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One of Our 560 








Clients 
Citizens State Bank 
Eagle Grove, 
Iowa 
=) a—— 











RITING to a banker who had asked 

his opinion of Craddick Advertising 

Service, Mr. E. C. Platt, cashier of 
the above bank, stated: 


“We heartily recommend Mr. Craddick’s Service. We 
have had it here for six or eight years and could not now 
get along very well without it. Mr. Craddick keeps in 
touch with local conditions, furnishes very attractive and 
up-to-date advertising matter which is interesting without 
being sensational, and we have had very good results 
from his service.” 


Wouldn’t you like to know more about such a service 
without cost or obligation? Then just ask for a 
proposal for your bank by mail. 


CRooolLalk 


ADVERTISING SERVICE 


1007 First National Soo Building 
MINNEAPOLIS, MINN. 
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“We believe that you men of the teaching profession 
are not receiving large enough incomes for these times, 
and we are going to use our influence with the authori- 
ties of the university in an effort to secure adequate 
salary increases for you in the near future.” 


EST we forget, occasionally | like to hark back to my 
pet béte noir, the “bank card” ad. The two I am 
reproducing (Fig. 8) happen to be of good old trust 
companies in New York City—the Farmers and the 
Kings County. Of course this is advertising, but so 
is a barber's pole (only the latter has some color in it). 
It is a style of advertising, however, which always 
appears to me to belong with the rococo architecture 
of the mid-Victorian era. It seems strange that any 
metropolitan institution should still cling to it. But 
after all, New York was the last city in the country 
to give up horse cars. 


ANKS can frequently secure the co-operation of 
local wholesalers and others in pushing the trade 
acceptance idea. The Fisher Flouring Mills Com- 
pany, of Seattle, reprinted a trade acceptance news- 
paper advertisement of the First National Bank of 
that city and sent out 2,500 copies with their monthly 
invoices. The advertisement read as follows: 


‘‘“A Goop ADVERTISEMENT For You 


“It is agood ‘ad. for you to sign a trade acceptance. 
Bankers, credit men and others get valuable 
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impression of a concern when they encounter its name 
constantly in general business transactions, especially 
when it is in such a way as to indicate that the firm is 
a progressive one, alive to the best method of using 
its capital. 

“Would you like full information about trade 
acceptances? Ask us.” 


T is a great temptation for the average copy writer 

to use a ‘scare’ ad. for savings accounts—beware 
of old age, sickness, want, over the hills to the poor- 
house, and all that sort of stuff. Once ina while it is 
all right perhaps, but for a steady diet cheerfulness 
is better. Here is a Pollyanna ad. from the Farmers 
Deposit Savings Bank, Pittsburgh: 


‘““SAVE For PLEASURE 


‘‘Many a real pleasure is postponed or missed 
entirely for the want of a few surplus dollars. 

‘“That trip you have wanted to make—the things 
you need to pursue your hobby—a hundred ways 
in which your life may be made more complete— 
will be within reach if you have a little surplus 
money set aside. 

“Or perhaps there are pleasures that you want 
to give others. 

““Get more out of life by adding to your savings 
account in the Farmers Deposit Savings Bank.” 


HE “Work and Save” slogan proposed by Governor 

Harding of the Federal Reserve Bank has been 
used extensively by banks asa text for savings adver- 
tisements. Cur- 
rent news and ® cs 
the suggestions 
of men of stand- 
ing provide 
many texts for 
the wide-awake 
bank advertiser. 


HERE is 
good bank 
advertising in 
the mid-Pacific 
too, as evidenced 
by the large 
newspaper ad- ma meres pa —— <a women cata 
vertisement of 
the Bank of 
Bishop & Co., 3 
Limited, Hono- 


lulu (Fig.9), one of a series prepared by Lewis L. Miller. 








. ° 
Trade Winds of Cooperation 
An Unconquerable Spirit of Determination to keep increasing the business of | 
the house, pervades the organization where close cooperation, between 
Employer and Emplovees prevails 
Founded on the Rock of Mutual Interest, the character of competition 
from such an organization is of such force, that the loosely organized busi 
Ness concern cannot successfully compete with it 
Mr. Employer, take the initiative—take your Employees into your confidence, 
also encourage the spirit of cooperation among them 
You will awaken a slumbering power that will cause your business te grow 
y leaps and bounds. 
BANK WITH 


THE BANK OF BISHOP & CO., Ltd. 


























Fig. 9. From the mid-Pacific 


os this department—the August issue—an ‘‘invita- 
tion’ sent out to prospects by the Pennsylvania 
National Bank, Chester, Pa., was quoted. Through 
an oversight, no mention was made of the copyright on 
this material by the Collins Publicity Service. It can- 
not be used without permission of the Collins service. 
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Printing 





| from steel 


| gets a better reception 





ing on that paper. 


istic of engraving. 


and the like. 


WILLIAM 
PHILADELPHIA 
FOUNDED IN 1848 


New York Offices: 261 ‘Broadway 











| he impression created by your letters or statements depends 
not only on the printed or typewritten message, but also on 
the quality of the paper used and the character of the print- 


Printing from steel gives that distinguished effect character- 
It is especially effective for letter-heads, envelopes, statements 


We will gladly submit samples—and prices—on request. 


MANN COMPANY 





THE PHILADELPHIA 
NaATIOVAL Bank has 
a most attractive steel- 
printed letter-head exe- 
cuted by us. This bank 
has used Mann products 
for more than thirty-five 
years. 
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Soliciting Accounts—The New Salesmanship 


SOLICITOR of new business 
for a commercial bank is not 
unlike a salesman for any other 
commercial organization. Salesmanship in any line 
is founded on the same psychic and basic principles. 
There is a vast difference, however, between the bank 
solicitor and the commercial salesman, which is at 
once apparent when one pauses to consider and analyze 
the character and distinct features of the product or 
commodity to be sold. One is selling service—some- 
thing intangible. The other is selling a commodity— 
something more tangible. 

The solicitor is in a better position than anyone 
connected with the institution for making his services 
invaluable to his bank, its clients and prospective 
clients. He will have frequent opportunities not 
only to reflect the policy of the institution in a dignified 
and forceful manner, but to render a service to both 
prospect and depositor far more valuable than any 
service listed in the modern banker's curriculum. 

Having selected the prospect, the first and most 
essential point to be determined is whether the account 
to be solicited is desirable and worthy of consideration. 
This once decided, he will be possessed with sufficient 
enthusiasm and confidence necessary to ‘sell’ the 
prospect, and, subsequently, “sell” his own institution 


By CLAUDE H. ALEXANDER 


Manager, New Business Department, Anglo & 
London Paris National Bank, San Francisco 


with the idea that his client is justly 
entitled to the accommodation and 
service he requires and has requested. 

First and foremost the solicitor is the intermediary 
between the bank and its prospective client. As an 
authorized representative of his bank he is in a posi- 
tion to proffer assistance to the prospect in solving his 
financial problems. This he can do in a cordial and 
diplomatic manner, and on his own personal responsi- 
bility, if he is a practical bank man and properly 
equipped by native ability and experience. Further- 
ing his cause, he should bring his client into close 
personal touch with the executive staff of his bank, 
where the light of experience of the senior officers may 
be shed upon the prospect's seeming and real financial 
perplexities. Thus he opens negotiations primarily as 
a representative of the bank, but by sponsoring the 
cause of the prospect with his own institution, he 
reverses the order of things for the moment and auto- 
matically becomes the financial agent or representa- 
tive of his client. Eventually it will work to the 
mutual advantage of both. 

By eliminating the prospect who does not measure 
up to the standard set by reason of the policy of the 
institution, he will save his own time and that of the 
senior officer, or New Business Committee, in passing 
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Faultless 
Turning Post 
Ledger 










Showing 
“Non-Slip” 
Posts 






CAPACITY 
200 TO 11008 
ACCOUNTS #7 


DOES YOUR MACHINE POSTING 
BINDER CONTAIN THESE FEATURES? 


Cut No. 1 and No, 2—Turning Posts — oval s!:ape and 


turning feature holds sheets securely when ledger is unlocked. 
Cut No. 3.—Non-shp Posts—special milling engages sheets 
and prevents slipping in center or sagging. 
Cut No. 4—Detachable Ratchet Bracket Stands— instead of 
cumbersome wood stand. Adjustable to any angle. Sheets 
within easy reach—increased speed 


Write for Circular T. P. B. 


STATIONERS LOOSE LEAF CO. 

New York Milwaukee Chicago 
Business Systems Company, Ltd., Toronto, Ontario, Canada 
Manufacturers and Distributors for Dominion of Canada 
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Showing 
Ratchet 
Stand 














H:i.e a world-wide ~ 
use wherever Baik- 

iag Institutions a7¢ (KS 
keen to create new 
Savings Accounts 
Il'ustration shows the 
Lux which is highly 
nickeled. It holds 
all coins and cur- 
rency. Coin slot is 
in the bottom, We 
have just madea large 
shipment of these 
banks to China. 
Stronghart Banks go 
all over the world. 
70 % of the banks in 
America use Home 
Safes, countless 
thousands of which we have supplied. 


NOT y: We can make Xmas 


deliveries——Banks 
packed in Handsome Holly Gift Boxes. 


Free Sample and Catalog sent to 
Rankers upon request, illustrating many 
styles of banks that we manufacture. 
Our Distributing Organization is at the command of banks in creating new 
accounts and building up Savings Departments. 

PRICE LIST 


PLACE YOUR ORDER FOR , at 

CHRISTMAS} S 8c 

NOW—DELIVERY GUARANTEED 1000—60c each 
5000—S7c each 


Stronghart Company '"iit.S,Wabeh Avene 
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on the account and deciding whether to desist or pro- 
ceed with the solicitation. If he is endowed with the 
instincts of a credit man, or the mind of an analyst, he 
will be in a more advantageous position to operate 
successfully. If he is to proceed intelligently he must, 
necessarily, analyze the prospect from every stand- 
point—financially, morally and otherwise. He knows 
he is good and why. The prospective potential value 
of the account will be evident. To arrive at these 
conclusions the solicitor, from force of circumstances, 
becomes a credit man. To be a successful banker— 
and that is the supreme ambition of the average solici- 
tor—one must be acredit man. He therefore should 
cultivate and develop a keen sense for quick assets and 
hidden liabilities if he is to proceed along the line of 
least resistance. 

In his daily calls he is going to meet up with ener- 
getic and ambitious executives of commercial insti- 
tutions who are laboring under the delusion that their 
progress is being retarded by lack of credit. An 
analyzation of the situation usually develops either one 
of two things: that they are suffering under the load 
of too much credit, or that what they really need is not 
more credit but good, sound advice from their banker 
in framing and developing their financial policies. 
The solicitor-credit man will not be slow in grasping 
the situation, and will be prompt in suggesting the 
remedy. The remedy—the advice and counsel of 
his executive staff—should prove to be his strongest 
selling argument. When Mr. Business Man is once 
convinced that he is not an expert on credits, but only 
an expert in the technical end of his own particular line 
of business, he will readily see that good banker's 
advice, backed by years of financial training, is far 
more to be desired than “2 per cent on average 
balances in even thousands’ paid by the competitor 
who offers that inducement but fails to advertise it. 

A bank succeeds only as its depositors prosper. A 
solicitor succeeds only as he is able to convince the 
prospect that his bank will assist him to prosper. In 
both cases prosperity has to be deserved. 

When the prospect has been “‘sold”’ and becomes a 
customer, the solicitor is in an excellent position 
to emulate Webster's definition of that much 
abused word—service. Having gotten the business 
he should see to it personally that the new customer is 
properly taken care of; that all promises are fulfilled 
religiously and to the letter; and, if necessary, he should 
stand ready and willing to go before the “powers that 
be,” using his influence forcibly and persuasively to 
the end that his client may receive all the courtesies, 
substantial treatment and accommodations which he 
has been promised and to which he is justly entitled. 

Too many accounts once placed on the books are 
forgotten. The result is that balances soon dwindle 
and finally disappear altogether. The banker wonders 
why he has lost the account. He has been too busy 
to keep his eye on all the accounts. The institution 
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has probably grown so fast that the cashier and other 
junior officers have been too busy getting new accounts 
to watch the business already in hand. Conserving 
old business is really new business to some banks, so 
it behooves the solicitor to be a continuous, consistent, 
versatile performer, ever watchful of the accounts he 
brings in, lest the bank lose what it paid him real money 
tosecure. While the solicitor’s actions may savor of 
dignity and conservatism, they should. abound with 
friendliness of a genuine brand, thus reflecting the atti- 
tude of his bank. He should not confuse dignity with 
exclusiveness which creates a refrigerated atmosphere. 
He should assume the position and maintain the 
attitude that the prospect by becoming a customer is 
conferring an honor and favor on the institution by 
reposing confidence in it to the extent of depositing 
funds with it. Then by rewarding this confidence by 
special attention and, if need be, going the limit in the 
customer's behalf whenever the occasion demands, 
he not only makes friends but keeps them. This 
is service indeed, not in word—a service that really 
serves. It is such service that not only satisfies but 
pleases. To have a customer satisfied is not enough. 
He must be pleased. It is the pleased customer who 
shouts your praises from the house tops and does not 
rest content until he has all his friends enjoying the 
same efficient service that he is enjoying. The dis- 
satisfied customer is your strongest competitor. 

It hardly seems necessary to warn the modern bank 
solicitor that it is poor policy to attempt to tear down 
the reputation of another bank in order to build up 
the prestige of his own; yet this practice has come to 
my personal observation even in this day of clean, 
keen competition. It is deplorable and a reflection on 
the banking fraternity. Such shortsightedness on 
the part of any solicitor has no place in business activi- 
ties, and the sooner he learns that nothing is to be 
gained by such a procedure, the better. Eventually 
he will realize that he who tries to climb up at the 
expense of another, sooner or later will find himself 
slipping rather than climbing. It is well to proceed on 
the policy that all banks are good—which they are— 
and that a knock against any one member of the 
national system is a knock against the whole system. 
It will act as a boomerang to the knocker, and in the 
end will only tend to make the skeptic more skeptical. 
If the solicitor who practices such a pernicious habit 
would spend the same amount of time in expounding 
the advantages of the service his own institution has 
to offer, there would be little time left to devote to 
casting reflections upon his competitor. 

Be a builder, not a destroyer of confidence. Be 
careful and conscientious. Equip yourself with facts 
based upon knowledge—not theory. First, know 
yourself; second, know your bank; third, know your 
prospect. The results attending your efforts will be 
limited only by the size of your bank and the growth 
of the community it serves. 
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Caution asks | 
*‘Do you know | 
your records are 
safe? Ordo you | 
trust to luck?’’ | 

















Protect Your Depositors by 
Protecting Your Records! 


N your filing devices, in the cages, even in desk drawers 
are left valuable records, simply because you have no 
adequate place for keeping them. 


Think what it would mean to your institution and to 


your depositors if fire came tonight and wiped out these 
records. 


Yet in spite of the seriousness of their loss and their 
untold value, records that should be protected from fire 
are left exposed. Don’t trust to luck. Safeguard your 
records. 


THE SAFE-CABINET 


“‘The World’s Safest Safe’® 


The seemingly impossible 
has been achieved by THE 
SAFE-CABINET in many 
of America’s greatest fires. 
It has been awarded the 
highest rating of the Under- 
writers’ Laboratories under 
their new and severe fire 
test requirements. It has 
received both the Class “‘A” 
and Class “‘B” labels as a 
SAFE—not a cabinet. 
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A Service for You 


We inspect your premises 
for fire hazards and advise you 
as to the most efficient and 
economical methods of safe- 
guarding and filing your 
business records. 





This service is yours for the 
asking and entails no obliga- 
tion. Write for the folder, 
“There is One for You.” 


THE SAFE-CABINET COMPANY 


Originators and Sole Manufacturers of 


THE SAFE-CABINET 











154 Green Street Marietta, Ohio 
Thome a) 
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‘Taylor Brothers Company 


(Division Taylor Instrument Companies) 


ROCHESTER.N-Y. 
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“That’s Worth Keeping” 


HAT’S what they’ll say if you 
send thema Jay/or Advertising 
Thermometer. 


Attractive, long-lived and inexpensive, 
Taylor Advertising ‘Thermometers meet 
every one of your demands for an adver- 
tising specialty that your customers will 
appreciate, and wish to keep before them 
as a constant reminder of your bank. 


The style shown here is particularly 
appropriate. It is an accurate, depend- 
able thermometer made in white finish, 
the seal at the top in red, and your 
advertisement in black. Made of wood 
in two sizes, 21 inches and 10% inches 
long and of cardboard 9% inches long. 


Write for information con- 
cerning our complete line 
of advertising thermometers 
in other sizes and designs. 














Prices—And What History Answers 


(Continued from page 7) 
however, after the Peace of Portsmouth, was in much 
the same proportion asin Russia. The index numbers 
of the Japanese Department of Agriculture and Com- 
merce, covering sixty-five essential commodities, show 
that, from 1900 to 1903, inclusive, the price average 
stood at 152.5, while for the years 1906-1909, inclusive, 
prices had risen to an average of 185.2, a total rise 
from pre-war figures of 32.7 points. 

Using Dun’'s index numbers, we find that commod- 
ity prices in the United States during the Civil War 
(1861-1865) started at 115.19 in 1860, fell to 101.92 
in 1861, and rose rapidly in 1864 to 278.99. The 
recession, immediately following peace, was less grad- 
ual; and it was not till the year 1878, or thirteen years 
after the war was over, that prices again touched the 
pre-war figures of 101.92. Analyzing the record, as 
before, the five years’ average price of commodities, 
1860-1864, inclusive, was 157.56, and for the five years 
following, 1865-1869, inclusive, the average was 
187.68, a total rise of 30.12 points. 

Is it possible to disregard such an array of direct 
testimony? It has been said that it is the exception 
that proves the rule, but in this case there is no 
exception and there are no other wars from which to 
draw conclusions; none that has occurred since the 
days of index numbers, the basis for comparison. 

The accom- 
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March, 1919, 
was 16.18 points to index number 217.04. By August 
1, however, commodity prices had risen again to index 
number 241.65, or 8.43 points above the “highest war- 
level, again to recede to index number 238.34, or 3.31 
points, on September 10. 

To the business man who is waiting for a downward 


readjustment in prices to take place in the hope of 


former, or even substantially lower levels being reached, 
the testimony of history should be enlightening. 


(This is the first of two articles by Mr. Tingley dealing with the 
price situation. The second, which will appear in the December 
Clearing House, will deal with the influences behind price changes, 
and point to the remedy for the present situation. —THe Epitor.) 
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Bank Advertising 





Announcing 


Experience 


a new book 
by 
T. D. MacGREGOR 


Nota book on advertising theory, 
buta practical discussion of actual 
bank publicity problems, illus- 
trated by typical examples of the 
recent work of hundreds of banks. 


To those who have read his other seven books, T. D. MacGregor, 
vice-president of Edwin Bird Wilson, Inc., needs no introduction. He 
is qualified by years of bank and agency experience to write authoritatively 
on the ever increasingly important subject of financial advertising. 





The Author 


“BANK ADVERTISING EXPERIENCE” 


will be a practical guide to those seeking to learn by the experience of 
others in the field of advertising by financial institutions. 


The author thus concisely states one of the main objects of the book— 


““To preserve some excellent ideas, which banks have recently used in their 

advertising, and by timely comment and criticism to point out some things 

which may prove of material assistance to those who are engaged in the 

work of getting new business and developing the present business of 

financial institutions by means of printer’s ink.” 
Mr. MacGregor has been editor as well as author in the handling 
of his subject in this most timely work which should be on the desk 
of every bank or trust company officer interested in his organization’s 
advertising. This handsome, cloth-bound volume, profusely illustrated, 
will be off the press soon. Price $2.00, postpaid anywhere in the 
United States and Canada. Sent on approval to banks and trust com- 
panies. Place your order now to insure prompt delivery. 


The Burroughs Clearing House 


DETROIT MICHIGAN 
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EMERALITE 


ADDING “MACHINE 


For Tired Office Eyes: 
Restful Daylight 


Put our special model No. 8734 
A.M. on your adding machine. 
Always the best lamp, Emeralite is now 
perfect. The new Daylight Attachment 
will surprise your eyes. Means more 
efficiency without strain. The 
restful green glass Emeralite 
shade does away with the glare. 
Makes any operator a better 
operator—for speed, accuracy 

and vision. 
= Sent on approval —so write 
@ today and test an Emeralite. 


* Ask for booklet, showing full 
line for office and home. 


Fits apy metal stand and harmonizes 
with fmish of machine. 
COMPLETE— $14.00 


H. G. McFADDIN & CO. 
40 Warren St. NEW YORK 














Separate compartments for 
listed and unlisted items— 
1. For checks not listed. 
For checks listed. 


2. 

3. For deposit tickets not 
listed. 

4. For deposit tickets 
listed. 


Saves Time for Busy Bankers 


Every minute and every motion can be made to count if you 
use a Coleman Time-Saver Check and Deposit Tray. 

The ideal way to keep checks or deposit slips arranged in con- 
venient order to facilitate listing or posting. Enables the 
operator to save many minutes of valuable time each day, and 
to avoid dropping or confusing items handled. No delay for 
tellers or clerks; the left hand turns up items as fast as the 
right hand lists them. Apply the principle of the currency 
drawer to your bookkeeping methods. 

Thousands of banks all over the country use Coleman Time-Saver Check and 


Deposit Trays. Many large banks have equipped all machines. No bank too 
small to use profitably. 


Price $7.50 f. 0. b. Derrott, Mich. 


Coleman Time-Saver Company 19.1. Msicstic Bide. 
Successor to RICHARDSON & SCOTT 
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An Open Letter to the Boss 


(Continued from page 13) 
bookkeepers trenches nothing can stop us. 

To revert to myself—there are two ways, aside 
from those indicated above, in which I can help this 
bank. One is by suggesting broad policies which 
will tend toward the reduction of our “overhead,” 
the greater use of our present facilities, and the 
promoting of the general efficiency of our staff. The 
other way is by personally establishing as many 
worth-while relationships as possible and through 
them getting new business for the bank. 

In the matter of decreasing our tremendous over- 
head expense, | have little to say. We are careful 
in purchasing our supplies. Keeping them in a stock 
room under lock and key to be requisitioned out only 
during the early hours of the morning from the stock 
clerk discourages waste and promotes efficiency. 
But the question is, “Are we getting full value out 
of our overhead?” 

We cannot materially reduce the cost of heating, 
lighting, equipping and maintaining our beautiful 
building but we can make greater use of it. | Have 
you ever stopped to estimate the thousands who 
walk the half block past our windows every day? 
All they see is forbidding bars—suggesting stability 
to be sure, but the impression is negative rather than 
positive. Why not remove those formidable barriers 
and install an attractive banking exhibit in every one 
of our eight windows? Certain it is that the depart- 
ment stores and merchants in other lines display 
their wares boldly enough, urging the passerby to 
stop and spend. We can make it appear just as 
attractive to stop and save. 

Our tiny competitor across the street, with only 
two windows, keeps his windows working overtime. 
He cannot afford to overlook such an important 
asset. He is anewcomer; but his methods have made 
good so conspicuously that he has outgrown his 
former quarters and moved right across the street from 
us in the heart of the financial district. This should 
teach us a profitable lesson. 

After people are attracted into our bank, we must 
offer them real service. The first essential is 
impressing our employees with the value, nay the indis- 
pensability, of unfailing courtesy. A gruff word from 
“a teller with the grouch’” may spoil the effect of 
hundreds of dollars worth of advertising upon the 
customer. 

This applies to officers as well as clerks. I have 
seen an officer refuse a customer a loan with un- 
necessary harshness and frigidity. Several of our 
officers appear to be habitually burdened with a tre- 
mendous load of responsibility and unable to concen- 
trate entirely upon the individual customer and his 
problems and needs. Indeed often they do not seem 
to be particularly interested! 

This attitude of indifference or actual hostility 
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sometimes does less damage when from a clerk because 
the average customer expects less from the clerk. 
He is a machine put there for the public convenience 
just like the ink-wells and pens on the stands in the 
rotunda. If the pen is bad and spoils a deposit 
ticket with a blot, the impatient customer may 
permit himself a word or two of annoyance but the 
pen cannot answer back. Too often it is different 
with an offending clerk. He probably has made the 
mistake in entering the deposit ticket or figuring 
the interest because he was in a hurry or bothered 
by something else. When the customer reproves 
him sharply, as often happens, the clerk is ready 
with a curt retort. One word leads to another and 
the final outcome is usually the loss of the account; 
if not immediately, within the next few days during 
which the disgruntled customer has had ample 
opportunity to nurse his grievance against our bank 
and ponder upon the other excellent institutions in 
this city. 

Next to courtesy, comes personal attention. The 
staff should be impressed with the fact that, when 
a customer asks to be directed to a certain window 
upon another floor, he should not merely be informed 
as to its location, but should be personally con- 
ducted to it. Every officer should be readily accessi- 
ble and should take pains to render the visitor every 
attention his time will permit. 

These fundamentals of banking service could be 
forced upon a staff, | suppose; but this method would 
be vastly less effective than the intensive method 
of persuasion. Make us feel that anything con- 
ducive to the bank’s interests also furthers our prog- 
ress. While the spark of ambition is kept alive in 
our breasts, our conduct will be above reproach. 
The keynote to strike is encouragement. 

Tell us forcefully that you do not want mere human 
machines in this bank but men who will be con- 
stantly growing and qualifying for the position ahead. 
The reputed motto of one shrewd employer regarding 
each individual on his staff fits in well here: “Grow 
or Go.” 

One of the important factors in my own growth 
has been the inspirational articles I have read in 
the current magazines. Your officers read these 
magazines, and more than once | have seen them 
perusing one of the same articles on business success 
which had inspired me. Why not instruct them to 
mark every article which they deem unusually 
practical and, when enough are selected, reprint them 
in a little booklet and give one to each employee? 
The resulting spirit of co-operation and good will is 
bound to repay the cost amply. 

Another way I have improved myself is through 
the American Institute of Banking. One of my 
friends no older than I am, who has recently been 
active in our chapter of the American Institute of 
Banking, has been elected assistant secretary of the 
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LINEN LEDGER 


DOES NOT WRINKLE OR TEAR 


A Business Accelerator 


YPOCOUNT Ledger Paper expe- 

dites the posting of office records. 

The operator can run quickly 

through the index, grasp the desired sheet, 

thrust it swiftly into the machine, make the 

entry and snatch it out, all with the greatest 

rapidity—because TypocounT is so firm 

and has such “backbone” there is no need 
of handling it gingerly. 


Or 
YPOCOUN 


THE Use or TypocounT results in more 
work in a given time. Records are more 
readily kept posted up-to-date. For per- 
manent, neat, legible records, on sheets 
that are proof against discoloration, the 
surface unmarred by erasures, specify 
TypocounT Ledger Paper—made especially 
for machine bookkeeping. 


@ 


TyPocounT samples in book form, or 
sheets for trial, furnished upon request 


Byron Weston Company 


“The Paper Valley of the Berkshires” 
Dalton, Massachusetts 
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DE LUXE LINE 
MACHINE 
BOOKKEEPING 
EQUIPMENT 
AND 
SUPPLIES 





or, if for any reason you are not satisfied with 
your present posting equipment; you owe it to 
yourself and your bank to learn the facts about 
De Luxe Line Machine Bookkeeping Equipment 
and Supplies. 
In Chicago alone, more than one hundred banks 
are users. 


|' you are about to install a bookkeeping machine 


Because the line is complete—including Steel Post- 
ing Trays, Tray Binders, and other posting binders, 
as well as transfers, tables, stands, indexes and 
sheets—your particular requirements can be fully met. 


Any of the leading commercial stationers or bank 
supply houses will be pleased to send you litera- 
ture, show you samples and quote you prices, 
whether you are in the market for a complete 
installation or a single item. 


Manufactured and guaranteed by 


WILSON-JONES LOOSE LEAF CO. 
CHICAGO NEW YORK 


Largest Manufacturers of Loose Leaf in the World 





MAXIMUM 
EFFICIENCY 


MECHANICAL 
POSTING 
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__ Satins 


Day and Night Signs for Banks 


Banks buy Oplex Signs because of their forceful, 
quiet distinctiveness—raised, white glass letters on a 
dark background. They are splendid day signs as 
well as night signs. Let us send you a sketch. 


The Flexlume Sign Co. _,,.Z!es‘tics! Advertising 


1434-44 Niagara St. Buffalo 


Pacific Coast Distributors 
Electric Products Corp. 
Los Angeles, Cal. 


Canadian Distributors 


Toronto, Ont. 
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The Flexlume Sign Co., Ltd. 





big bank down the street. (Quite an honor for a man 
under thirty; and he attributes it to the technical 
knowledge learned through the institute coupled with 
the practical experience in his daily work. Our 
chapter work is also giving me a surer grasp on my- 
self, and I confidently expect it to help me tremen- 
dously in my drive toward that official position. 

I happen to know that you think well of the insti- 
tute, but not 10 per cent of our men are active 
members. A memorandum (it must be carefully 
worded, for the men are quick to resent “interfer- 
ence’), posted on the bulletin board of each floor, 
would help the men help themselves in this regard 
and encourage us who are often burning the midnight 
electricity in the chapter study rooms. 

I will frankly admit that ofttimes I need encourage- 
ment; and I know that this is also true of some of 
my neighbors among your employees. Give us this 
encouragement; aid us in our difficult climb toward 
the summit, Success, and you will be surprised at 
the way this entire institution will be revivified and 
revitalized. 

Yours for a Bigger, Brighter and Better Bank, 

R. E.R. 


Epitor’s Note: From time to time The Burroughs Clearing 
House will publish other ‘‘Letters to the Boss” written by bank em- 
ployees with a view to bringing out ideas for the improvement of 
working conditions in both the executive and production ends of the 
business. We believe they will be worth reading by every bank 
worker from the president down. 





‘““How Did They Raise That Check?’ 


(Continued from page 12) 

district of downtown New York. This was some time 
in September, 1907. At that period the mail box boys 
were evidently working “intensively” in that section 
Several other checks originally mailed to different 
concerns in the same line of trade, within a block or 
two of Reis & Blum, met a similar fate at exactly the 
same time. 

The next public appearance of this $38.77 check 
was across the counter of the National Commercial 
Bank in Albany, within a few doors of the Hyman 
& Hess store. It was presented to the teller by a 
plausible young man with a plausible story to the 
effect that he had just made a “‘deal” of some kind 
with the firm of H. & H., taking this check as an 
option or deposit to bind the transaction, and had 
to catch atrain for New York within a few moments 
In answer to a suspicious question from the teller 
as to this check being drawn to “Bearer,” he reeled off 
some yarn to the effect that this was a ‘special deal, 
and it was desired on both sides to leave no record 
of the transaction—thus accounting for the presenta- 
tion of the check across the counter where it was 
payable, instead of depositing it in the regular way. 

(Explaining this transaction, it has been held that 
the drawer of a check is entirely within his rights in 
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making it payable to the bearer, any bearer, for the 
very reason advanced to the Albany teller above.) 

Anyway, the check looked genuine, the signature 
was O. K. although the body of the document had 
been filled in by someone other than the signer— 
presumably his clerk or bookkeeper. It was a current 
cash item, bearing date of that day; in fact, the ink 
was hardly dry on the date. There was not a stain or 
mark of any kind visible to the eye by which the teller 
could be placed on his guard. The young man at 
the window was so pleasant and so plausible and 
fearful of missing his train, that the teller took a 
chance to the extent of $380, just as thousands of 
tellers have done since, to their unending sorrow— 
and the pleasant young man was never seen again. 

Suggestion No. | for Paying Tellers—The stranger 
witha Bearer check who has tocatch atrain will always 
bear careful in vestigation, and should be detained on 
some pretext or other. You cannot refuse to cash such 
a check without risking a lawsuit with your deposi- 
tor, but there is no law to prevent you from discover- 
ing suddenly that your cash is short of the required 
denominations. So, by all means, send a slow messen- 
ger over to another department of the bank for a 
supply of, say, fives and tens, and continue to question 
your man pointedly while waiting. Be very sure to fix 
his face firmly in your mind so you can identify him 
in a “show-up” line of suspects at the police station, 
if later called upon to do so. 

If possible, signal the bank officer to step up and ask 
your man some questions, also. In acase such as this 
Hyman & Hess affair, you can afford to take your 
time and disturb the stranger to such an extent that 
he will bolt and run for it without waiting for the 
proceeds of his fraud—if it is a fraud. If he stands 
pat, without flinching, under all of the above, you are 
not taking such a great chance. They have other 
stunts,’ though, which may tax all your resourceful- 
ness to the limit, as we shall see later on in this sketch 
of Boland’s career. 

Now, what had happened to this Hyman & Hess 
check, between the time it was mailed to Reis & Blum 
in New York and its appearance in the hands of the 
plausible young man at the National Commercial in 
Albany, was about as follows: 

One morning during the first ten days in September, 
some rat-like youth followed a postman on his early 
round, and watched him drop a fat bundle of letters 
into the sheet-iron letter box marked with the firm 
name of Reis & Blum, in the old-fashioned loft building 
where this concern and dozens of others just like it 
held forth. 

The reason for selecting this particular line of trade 
at this time in the month is that the mail box boys 
make a close study of various industries, and can tell 
pretty accurately what the trade custom of each may be 
as to paying bills. Therefore, their ““dope’’ told them 
that a garment manufacturer would be receiving 


‘ouaie 


Clearing House 
4 





31 


69 State Street 


Light on the Work 
Lightens the Work 


Burroughs Adding and Bookkeeping 
Machines often have to be used in dark 
rooms or on dark days. They can’t save the 
labor they’re intended to save unless you can 
see to operate them efficiently. The way 
to get efficient light on the work is with the 


IVANHOE 


ost-o-Lite 


Ivanhoe ‘‘Post-o-Lite’’ relieves the operator from 
eyestrain, often serious, due to the difficulty of reading 
items (frequently handwrittcn) from the posting 
medium. Good light also insures correct reading and 
greater accuracy. Increased visibility likewise increases 
speed—gets more work done in less time. The ability 
to control the light absolutely at will makes the 
machine available anywhere, any time—on dark days, 
in dark rooms and at night. 


The Ivanhce ‘‘Post-o-Lite’’ is finished in either black 
or nickel. It is a permanent, non-breakable fixture, 
made entirely of stecl, readily attached by the operator 
to the stand of the machine, requiring only the tighten- 
ing of one locknut. It will be a handsome addition to 
your Burroughs equipment besides making the Bur- 
roughs twice as usable. Price, black $11.50, nickel 
$15.00, net, with eight feet of cord and plug. Manu- 
factured and guaranteed by The Ivanhoe-Regent Works 
of General Electric Company, lighting engineers and 
makers of modern lighting equipment. 


Ask for demonstration 


General Sales Agents 


New York Office, 280 Broadway, New York, N. Y. 
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POST-O-LITE SALES COMPANY 


Detroit, Michigan 
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OBTAIN 
INFORMATION 





regarding arrangements for 
issuing 


““ 9 American 
A.B.A.” ssies Cheques 
over YOUR BANK’S own name 
by writing immediately to 


BANKERS TRUST COMPANY 


Agent appointed by the Association 
to manage its travelers’ cheques 


NEW YORK CITY 








PROTECTION AGAINST FRAUD! 


Association is protected by the | matter in what part of the world 


c rime 
commuting fraud agamst members should be 
of the Assocaban are subject to pursuit and prosec 7 


* PUA, Heat Albee 
KANSAS CITY, MO. Maliand Dudiing 
LONDON, Crows 
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t Your Bank’s Individuality 


Is it properly expressed in your advertising? 
Write meand I shall be glad toexplain to you 
how some of the leading banks and trust com- 
panies are making their individuality an adver- 
tising asset. 

T. D. MacGREGOR, Vice-President 


EDWIN BIRD WILSON 


INCORPORATED 


68 WILLIAM STREET NEW YORK 
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Lhe Burroughs Clearing House 


is the only publication covering the entire bank field in 
the United States and Canada. Advertisers derive the 
full benefits of its 50,000 circulation, going in most 
cases to the higher officers of banks and trust companies. 
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remittances from its “country customers just at 
that time — and their guess proved to be 100 per 
cent correct. 

This letter from Hyman & Hess, running a little 
retail store up in Albany, was now nestling in Reis & 
Blum’s mail box, along with others about like it from 
as many different cities, as widely separated as the 
Reis & Blum retail following. There is a postal rule 
which releases postmen from the necessity of carrying 
mail to tenants above the ground floor in old-fashioned 
loft buildings and apartments that have no passenger 
elevators. Therefore, the row of sheet-iron mail boxes 
marked with the names of tenants, is to be found in 
the ground-floor hallway of this class of buildings in 
almost every city. 

Our rat-like youth watches the letter carrier deposit 
his little bundles and depart. Then, before any of the 
folks upstairs can appear on the scene in answer to 
the gray-clad man’s whistle, in he swoops, a short 
crowbar withdrawn from his coat tears up the lid of 
the box, a grab at the contents, and he is off even 
as the tardy step of the first office boy is heard on the 
stairs. The letters are torn open at the first oppor- 
tunity, the checks sorted out, and turned over to 
another man, a party of the second part, known 
technically as the “middleman. This man, in turn, 
hands the checks directly or indirectly to the actual 
forger, or “Scratcher, ‘as they call him in the under- 
world jargon. 

So now William Boland, for it is indeed he, comes 
into possession of Hyman & Hess's poor little $38.77 
check. 

Boland took this check, and dipped a brush into a 
bottle of acid and another brush into a bottle of bleach- 
ing solution, and he alternately brushed and blotted 
the handwriting on this check with the two solutions, 
until all the hand-writing disappeared, slick and clean 
—all but the signature of Hyman & Hess, which was 
his “stock in trade.’ Thus, he washed off the name 
of Reis & Blum; and the date; and the number; and 
the words “Thirty-eight Dollars 77 Cents,” also the 
figures $38.77. 

As soon as the paper became dry, our “‘artist™ 
smoothed and polished the check, to take out the 
wrinkles and restore the surface. This operation left 
him with a perfectly clean and unblemished check 
tearing not the faintest traces of the alteration visible 
to the eye, even under a powerful glass. In effect, 
it was as if H. & H. had given him their signed check, 
with power of attorney to fill it in to suit himself. 


This is the first of two articles in which Mr. Speare reveals the 
“business methods’ of Mr. Boland, one of our most prominent 
In the final installment, 
there will be some valuable information on ‘“‘acid proof inks and 
so-called “‘safety papers.’ Also, the author will disclose further 
tricks of the ‘‘trade’ that Boland has instituted so successfully.— 
THe Eprror. 
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A Dozen Why-Nots for Ambitious 
Bank Men 


By A. BRIDGES 
Bank of Jonesboro, Jonesboro, Ark. 

1. Why not try always to be cheerful, whether 
you feel that way or not, and never say anything with 
the deliberate intention of hurting someone's feelings? 

2. Why not be willing to help do anything that 
needs to be done, regardless of whether or not it is 
your particularly assigned task, without fearing that 
you will be imposed upon? If you are not busy, and 
the other fellow needs a lift why not lend a hand? 

3. Why not take particular pride in having any 
piece of work appear as though it were to be placed 
on exhibition as a sample of your very best effort? 
We are judged by our everyday work. 

4. Why not keep everything about your depart- 
ment neat in appearance? Why leave pins, clips, 
papers, etc., scattered about promiscuously? Pins or 
clips strewn about in a haphazard manner soon mar 
the furniture. Papers thrown carelessly about are 
seldom found when you want them. 

5. Why not form the habit of putting everything 
that you use in the most convenient place, that it may 
be there when you, or someone else, wants it again? 

6. Why not get away from the idea that a desk 
drawer is a place in which to hide things that might 
otherwise spoil the appearance of the top of the desk? 
Keep every drawer neat and orderly. 

7. Why not be in love with your job, and consider it 
as deserving nothing short of your very best endeavors? 
If you can't feel that way about it, why not resign? 

8. Why not get into the habit of thinking that 
one small cranium is too limited a space to contain all 
the initiative, efficiency and stability required to run 
the business? If some other fellow happens to spring 
a new idea, why not investigate it? 

9. Why not read everything you can that has a 
tendency to make you better fitted for the work you 
do? Why not keep wide awake as you go along? 
When do you expect to begin being interested in trade 
or professional journals? After -you have reached 
the top? Nay, verily. READ NOW. 

10. And you who do read—why not pass a good 
thing along? Enthusiasm is contagious. If you 
read something particularly interesting and helpful, 
tell the other fellows, that they may read it too. 

11. And this last makes me think of another 
“Why-not.”” Would it, or would it not be a paying 
investment for a business employing anumber of young 
people, to subscribe for a few extra copies of par- 
ticularly helpful trade journals, and thus encourage 
and stimulate the reading habit among its employees? 

12. Why not put yourself up before the mirror, 
mentally surround it with these twelve ‘*Why-nots, ” 
and see how many of them will not point a threaten- 
ing finger at you, and shriek, WHY NOT! 


(oitrrou hs 
ih ouse 














‘as y =< 


ip 


—s 





























Draw Them From the 
Windows of Waste to 
Your Window of Thrift! 


HEATRES—Shops that encourage 

useless, extravagant spending — 
**Blue Sky’’ promoters — all these 
discourage systematic saving. 


An Addressograph will help you turn these loose 
dollars into savings accounts—sends out deposit 
building letters and circulars—with least effort 
and expense. Same machine heads and dates 
statements—‘‘types’’ namesand data on a// bank 
forms, Ten Times Faster Than Pen or Typevoriter. 


OUR FIVE BANK BULLETINS 


tell how banks in small towns and big cities 
profit with the Addresso- 
graph. Full of helpful 
information. Write for 
them. 





FREE TRIAL 


OU can try a Ribbon Print Hand Addressograph on 
your work for 10 days FREE. 
before you buy. 
office. 


Prove its economy 
Simply write or phone our nearest 


No obligation. 
Alddressogfaph. 


FRACE MARK 
Branches and Service Stations in 54 principal cities in the United States and Canada 





CHICAGO 
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24,000 Savings Accounts—and No Errors 


Twenty-four thousand savings accounts, representing deposits of more than 


$12,000,000, are handled by the Fidelity Trust Company, of Newark, N. J. 


O give accurate, prompt and reliable 

service to this large number of deposi- 

tors is a task calling for a system that is 
sure, yetsimple. The Fidelity Trust Company 
accomplishes it by entrusting to Burroughs 
Machines every figure operation in its 
Savings Department. 


Banks the world over have for years made the 





The A B C of Banking 
Figures are the language of banking and the automatic arithmetic of 
Burroughs Adding, Bookkeeping and Calculating Machines the 
alphabet of that language. Burroughs users everywhere obtain the 
same benefits—accuracy, legibility, speed, and a great saving of 
labor that otherwise would be involved in figuring. 
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figure work connected with their commercial 
accounts error-proof by using Burroughs 
Machines. The Fidelity Trust Company has 
profitably extended this idea to its Savings 
Department. 


In the system this bank has adopted there is 
a check on every figure operation. Both the 
depositors and the bank are absolutely safe- 
guarded against mistakes, and so perfect has 
been the plan in its operation that there is 
not a single record of a misposting since Bur- 
roughs Machines were installed inthe 
department. 


Says Frederick W. Egner, Vice-President 
of the bank: 


‘‘T am more than satisfied with the speed, 
accuracy and neatness Burroughs Machines 
afford. None of our officers or clerks has the 
slightest inclination to return to the old-style 
bookkeeping system.”’ 


Not only do Burroughs Machines relieve the 
clerical force of unnecessary labor, worry and 
overtime in the Savings Department, but they 
carry the figure burden in all other depart- 
ments of this bank. 


Banks everywhere —of all sizes, whether han- 
dling a fewthousands or hundreds of thousands 
of accounts—have come to realize that Bur- 
roughs Machines for handling bank posting 
and insuring the accuracy of that posting are 
the most efficient and most economical 
medium. They are constantly finding new 
places in which these machines can be used 
to advantage. 


Your telephone book will give you the address 
of the nearest Burroughs Agency. 





Adding ~Bookkeeping— Calculating @ || Machines 
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“Balance O.K.”—on Pass Book and Ledger 


Every step in bookkeeping is guarded against error by accuracy-producing 
features of Burroughs Machines. System is economical and efficient. 
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account number and the amount in the 24237 = 2306 tgesz 0 fsa8t 
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After posting, an old and new balance proof is taken, and the difference » | 
between total deposits and total withdrawals must check against a similar 
figure from the block sheets. This proves that the right amounts have been » 
posted in each case. 2: 
_ . ce ¢ matich 79 es -cCLhreeyv | 
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block sheets shows also that all postings have been made to the right accounts. neatness Burroughs Machines afford | 
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Why the Elliott Addressing System 


is bought by business men who already own other addressing equipment 





Elliott Addressing Machines are Faster Than Others 


The Elliott Ad- 
dressing Machine 
is the only ad- 
dressing machine 
that prints from 
above. So the 
Elliott Addressing 
Machine is the 
only addressing 
machine which 
permits you to 
insert ten to twen- 
ty forms at a time and then simply remove the top form as it 
is addressed. With other addressing machines you have to 
insert the forms one at a time. 













Simplicity — Reliability 
Durability and Economy 


The Elliott has no adjustments to go wrong. 

Elliott address cards don’t get “ stuck 
in the runways” of the addressing machine. 

The Elliott doesn’t print the top line of 
the address heavy and the 
bottom line dimly. 


You will never need a 
repairman if you install an 
Elliott Addressing Machine. 


Any Elliott address card 
will print ten thousand ad- 
dresses. 





Elliott Addressing Machines ‘‘ Print in Sight ”’ 
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Notice that when you remove the addressed envelope from 
the Elliott Addressing Machine it is “face up’’—‘“ address 
in sight.” With other addressing machines the addressed 
envelope is removed “face down,” so you have to turn each 
envelope over in order to inspect each address. 





You Can Stencil Just remove the 
Elliott Address ribbon from any 
Cards on Any typewriter and insert 
Typewriter an Elliott address 
card, and stencil the 
address intoit. Any 
stenographer or typ- 
ist can do it. This 
will appeal toaddress- 
ing machine owners 
who are now sending 
their addresses away 
to have the address 
plates embossed. 









The Elliott Inking Device is Clean and Controllable 





Some addressing 
machines use liquid ink 
which is very hard to 
control. Other ad- 
dressing machines use 
ink pads or ink ribbons 
which wear unevenly 
and therefore produce 





unevenly inked addresses. 

Elliott Ink comes in collapsible tubes, and is squeezed right 
into the end of the Elliott ink reservoir (like tooth paste). 
The Elliott Inker is the only clean, controllable and uniform 
inking device on the market. 








Light Weight and Compactness 


The Elliott Steel Filing 
Tray is only 13 inches 
long, and when filled 
with 250 address cards 
it weighs less than 2 
pounds. Other address- 
ing systems use address 
plates which are three 
times as bulky and weigh 
seven times as much as 
Elliott address cards. 










Unevenly Impressed Elliott Addresses are Impossible 


The soft rubber print- 
ing roll on the Elliott 
Addressing Machine 
flattens out, putting 
an equal pressure on 
all portions of the ad- 
dress, ‘* Other ”’ ad- 
dressing machines use 
ahard, flat, unyield- 
ing printing head, 
which accounts for the 
unevenly imoressed addresses which you frequently see. 











Elliott Address Cards are Also Index Cards 
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Since Elliott address cards are made of fiber, you can print 
and write on their frames. Elliott address cards are also fur- 
nished in eight different colors, so lend themselves to “colored 
edge” classification which is impossible with any other ad- 
dressing system. Any Elliott address card becomes a “‘ tab”’ 


+ card by simply inverting it in the tray. 


Write for Our Interesting Booklet on ‘‘ Mechanical Addressing ’’ 


THE ELLIOTT ADDRESSING MACHINE CO. 


ADVERTISING SECTION 


CAMBRIDGE, MASS., U.S. A. 
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L. B. Card ledger 
—the main-spring of accounting — 


Watch manufacturers demand accuracy. They demand it of the 
watches they make:—they demand it of their bookkeeping system. 


It means something, therefore, to say that the L. B. Card ledger is 
used by leading watch manufacturers. It means that it has met the 
most rigorous tests and made good. 


Some installations are comparatively recent; others are of years 
standing. In every case the verdict is the same—‘‘The L. B. Card ledger 
is the best system of accounting we have ever had. It has reduced 
mistakes and worry and helped the work of the whole office!”’ 


The Library Bureau card ledger lifts every accounting department to 
new heights of speed and accuracy in machine posting. It does this 
first of all because it is fundamentally correct in principle and in method. 


Visit any one of our salesrooms and let us show you the advantages 
of the L. B. Card ledger for machine posting, and a record of what it 
has done not only for watch manufacturers, but for leading banks the 
country over. Write for sample cards and folders. 
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Card and filing 





Filing cabinets 


systems Founded 1876 wood and steel 
Boston New York Philadelphia Chicago 
43 Federal street 316 Broadway 910 Chestnut street 6 N.Michigan ave. 
Albany, 51 State street Des Moines, 202 Hubbell bldg. Newark, N. <. 31 Clinton street Washington, 743 15th street, N. W. 
Atlanta, 102 N. Pryor street Detroit, 68 Washington blvd. Pittsburgh, 37-639 Oliver bidg. Worcester, 716 State Mutual bidg. 
Baltimore, 14 Light street Fall River, 29 Bedford street 


Providence, % Westminster street 


Birmingham, 2205-6 Jefferson County Hartford, 78 Pearl street Richmond, 1223-24 Mutual bidg. 


Bank bldg. Houston, 708 Main street 








St. Louis, 223 Boatmen’s Bank bldg. Distributors 
Bridgeport, 989 Main street Indianapolis, 212 Merchants Bank bldg. St. Paul, 116 Endicott arcade San Francisco, F. W. Wentworth & 
Buffalo, 120-122 Pearl street Kansas City, 215 Ozark bldg feb mee 408 Connell bidg. Co., 539 Market street 
Cleveland, 243 Superior arcade Miwaukes, © Caswell black Springfield, Mass., Whitney bldg. Los Ang eles, McKee & pazemen, 
Columbus, 20 South Third street davenue, South Syracuse, 405 Dillaye bidg. acific Electric bldg 
Denver, 450-456 Gas and Electric bldg. New Orleans, cs Camp street Toledo, 620 Spitzer bidg. Parker Bros., 109 Field street 
FOREIGN OFFICES 


London Manchester Birmingham Cardiff ““« "Paris 

































Metac lipepep Guines 


OU will be interested in these Baker-Vawter metal 
tipped guides because they mean a new economy 
and greater efhiciency in your filing and indexing work. 


They are of thin, strong steel, nickel-plated. They 
won’t rust. The use of steel rather than softer metal 
gives strength without thickness. The deep, flexible 
2-inch extension on both sides of the guide card 
prevents the metal tip cracking and breaking off. 


The opening in the tip takes two lines of typewritten 
matter, 17 letters to the line. Labels furnished in 
perforated strips are easily inserted. 


The use of these guides means a very considerable 
saving in time and money to any ofhce. 











Factories 
Benton Harsor HorvoKxe San Francisco 
1cH Mass. Cau. 





AKER-VAWTER 


BAKER-VAWTER COMPANY 


Originators & Manufacturers Loose Leaf & Steel Filing Equipment 


Cawaoian Distaisutors -Copecano-Crarrerson Limiteo Brampton Ontar: o 

















